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LETTERS 


I  of  RiqhtS>Amendment»Ainendnient  I  -Congress  s 


exercise  thereof;  or  abridging  the  I'rej 
government  for  a  redress  of  gneva 
people  to  keep  and  bear  arms,  shj 
consent  of  the  owner,  nor  in  timi 
persons,  bouses,  papers,  and  effr 
cause,  supported  by  oath  or  af’Vniariol 
shall  be  held  to  answer  for  a  capi 
the  land  or  naval  forces,  or  in 
to  be  twice  put  in  jeoparjjy^  .^l^limb;  nor  shal 
pr  property.  Mthi 


establishment  of  religion,  or  prohibiting  the  free 
peaceably  to  assemble,  and  to  petition  the 
to  the  security  of  a  free  state,  the  right  of  the 
peace  be  quartered  In  any  house,  without  the 
^ht  of  the  people  to  be  secure  in  their 
^nt'  shall  issue,  but  upon  probable 
lament  V  -No  person 
arising  In 
iffense 

compelled  In  any  criminal  case  to  be  a  witness  against  himself,  nor  be  depM||w^i^rty. 
rptess  of  law.  nor.  shall  private  property  be  taken  fpr.pubjic  u_se.  without  lust  comw^ation 


jpre  to  be  ^ 

ilme.  unless  on  a  presentment  or  indiament  c 
^ce  in  time  of  war  or  public  danger;  nor  shall  any  person  b 


WON  YOU.  MR.  EDITOR! 

WHAT  A  GREAT  COLUMN  ABOUT 

newspaper  editorial  writers 
sidestepping  the  issue  of  how 
we’re  going  to  get  out  of  Iraq  (“Pressing 
Issues,”  October  2004,  p.  24).  Hope 
you’ve  shamed  a  few  editors  into  stepping 
into  the  fray.  Thanks. 

JOAN  SMITH 

Montclair,  N.  J. 

CONSIDER  YOUR  VOICE  HEARD 

I  HAVE  BEEN  WRITING  LETTERS  TO  THE 
editor  of  my  local  newspaper  since 
January,  advocating  a  systematic 
plan  of  withdrawal  from  Iraq  of  all  coali¬ 
tion  troops  within  12  months.  Not  one 
of  these  letters  has  been  published. 

As  you  say,  the  situation  is  bad  now 
and  will  be  bad  if  we  leave.  But  maybe 
it’s  time  to  depart  and  let  the  Iraqis  deter¬ 
mine  their  own  future  without  outside 
interference.  Whatever  the  country  be¬ 
comes,  it  will  never  be  a  democracy  and 
the  Iraqi  people  will  never  accept  foreign 
troops  telling  them  what  to  do. 

JEFF  MORGAN 
Rochester,  Minn. 

LACK  OF  WITHDRAWAL  SYMPTOMS 

Great  piece  on  how  no  major 
newspaper  is  talking  withdrawal. 

I  agree  with  you  that  they  are 
morally  culpable  in  this  illegal  and 
unnecessary  war. 

BRIAN  FOLEY 

Jacksonville,  Fla. 

‘SWEET’ KNEE-JERKINESS 

IF  THE  EDITORIALISTS  OF  THE  COUN- 
try  appear  to  be  sitting  it  out,  it  could 
very  well  be  that  this  new  policy 
direction  is  so  unfamiliar  to  those  of  us 
schooled  in  bi-partisan,  multilateral, 
acronym-infested  Cold  War  policies  that 
we  are  having  as  much  trouble  assessing 


and  explaining  it  as  our  two  political 
parties  in  the  midst  of  a  presidential 
campaign.  This  is  the  most  extensive 
alteration  in  U.S.  Foreign  Policy  since 
the  Cold  War  policies  put  in  place  in  the 
Thiman  administration.  It  takes  a  little 
time  to  draw  intelligent  conclusions  in 
these  early  stages  of  what  could  well  be 
a  100-year  “clash  of  civilizations.” 

The  kind  of  simple-minded  knee-jerk 
response  you  seem  to  advocate  is  consid¬ 
erably  less  defensible.  But  very  sweet. 

THOMAS  H.  LIPSCOMB 

New  York,  N.Y. 


The  confidence  and  self-esteem 
of  journalists  must  be  quite  fragile 
when  you  take  notice  of  the  opin¬ 
ions  of  Bruce  Springsteen  (Page  One, 
October  2004,  p.  8). 

You  care  about  his  views  because  ...  ? 
Also,  I’m  surprised  and  disappointed 
that  a  ban  on  journalists’  attending  Kerry 
fund-raisers  causes  “controversy”  in 
the  nation’s  newsrooms.  I  would  have 
thought  that  the  ethics  of  election  cover¬ 
age  would  have  made  such  overt  side¬ 
taking  self-evidently  inappropriate. 

Besides,  you  do  your  best  work  for  Ker¬ 
ry  the  traditional  way  —  by  slanting  and 
distorting  the  news  to  the  disadvantage  of 
his  opponent.  The  CBS  60  Minutes  caper 
underscores  the  fact  that  you  have  to  be 
more  careful  about  this  now.  But  we  know 
this  doesn’t  mean  you’ll  stop  trying. 

JOHN  TREACY 
Evanston,  Ill. 


THE  WRITE  WAY 

E&P  welcomes  letters.  E-mail  to  letters@ 
editorandptiblisher.com,  fax  to  (646) 
654-5370,  or  write  to  “Letters,”  Editor 
&  Publisher,  770  Broadway,  New  York, 
NY 10003.  Please  include  ruime,  title, 
location,  and  e-mail  address.  Letters 
may  be  edited  for  all  the  usual  reasons. 


JUST  PICTURE  THE  RATINGS 

COULD  WE  GET  JUDITH  MiLLER 

(“Ethics  Comer,”  October  2004,  I 
p.  26)  in  with  Martha  Stewart? 

PETER  PRICE  i 
[  San  Diego,  Calif,  j 

IN  SEARCH  OF;  THE  BUSH-HATERS 

A'  LLAN  WOLPER  STATES  IN  HIS 
Judith  Miller  article:  “But  the 
Times  believes  that  the  Bush 
Administration  forced  White  House  ! 

officials  and  others  to  sign  the  waivers, 
making  them  invalid.  A  source  who  did 
,  not  voluntarily  waive  his  right  to  keep  his 
name  private  might  sue  the  newspaper  i 
later  for  violating  that  agreement.”  i 

1  The  Times  believes??  What  a  cop-out. 

:  Who  at  the  Times  believes  this?  One  of  I 
their  embedded  Bush-haters  and  vitriolic 
I  disseminators  of  slanted  or  untold 
stories?  [ 

What  do  The  New  York  Times  and  ! 

Judith  Miller  have  to  hide?  I  believe  that 
i  the  person  she  and  the  Times  wish  to 
protect  would  hit  a  little  too  close  to  the 
tarnished  Gray  Lady’s  inner  circle  than 
the  gleaming  White  House  as  now  occu-  | 
pied  by  people  of  integrity. 

MARY  KAY  SMEDSTAD 

Katy,  Texas  j 


Correction 

In  E&P’s  “Photos  of  the  Year” feature  in 
the  October  issue,  AP  photographer  Oded 
Baility’s  name  was  spelled  incorrectly. 


- 50  YEARS  AGO  ^ - 

NEWSPAPERDOM®  FROM  EDITOR  &  PUBLISHER 


NOVEMBER  6,  1954: 
Former  President  Harry  Truman 
this  week  criticized  the  press, 
claiming  that  most  papers  in¬ 
dulged  in  character  assassina¬ 
tion.  “Newspapers  have  found 


that  they  can  gain  more  circula¬ 
tion  by  attacking  rather  than 
supporting  people.”  he  said. 

NOVEMBER  20, 1954: 
Herbert  Bruckner,  editor  of  The 


Hartford  (Conn.)  Courant,  urged 
papers  not  to  be  spoon-fed  by 
the  government.  “There  are 
examples  of  our  bowing  to  sacred 
cows,  or  manipulating  news  when 
it  shouldn’t  be  manipulated.” 


‘NO  SURRENDER' INDEED 
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Award  winner 


Army  Sgt.  Michael 
A.  Uvanni,  below,  is 
carried  to  his  resting 
place  in  Rome,  N.Y. 


Lolita  to  uebling? 


BY  ERIN  OLSON 

Amy  Fisher  never  gave  “a  fleet- 
ing  thought”  to  a  career  in  journal¬ 
ism.  Yet  today,  she  is  a  regular 
columnist  for  the  weekly  Long  Island  Press 
in  Garden  City,  N.Y.  One  column  even 
earned  her  an  award  earlier  this  year  from 
the  Society  of  Professional  Journalists. 

It’s  quite  a  turnaround  for  the  woman, 
now  30,  who  was  once  known  as  the  “Long 
Island  Lolita”  and  served  seven  years  in 
prison  for  shooting  Joey  Buttafrioco’s  wife, 
Marj' Jo.  Now,  as  Fisher  sees  it,  her  column 
gives  her  a  chance  to  “fight  for  the  people 
who  don’t  have  a  voice. ...  I  feel  like  I  take 
my  own  past  experiences  of  the  media 
turning  me  into  a  sensational  story  to  tiy 
to  balance  the  scales  as  far  as  other  people 
and  other  stories  are  concerned.” 

Since  emerging  from  lockup,  Fisher 
has  married,  given  birth  to  a  son,  and  is 
currently  pregnant.  Her  editor,  Robbie 

Woliver,  calls  her  a  natu¬ 
ral  writer,  and  boasts  of 
her  penchant  for  turning 
in  clean  conv  and  never 


Six  deaths,  six  newspapers 


The  war  at  home 


BY  ERIN  OLSON 

WHEN  REPORTERS  AT  THE  FaYET- 
tevilk  (N.C.)  Observer  got  the 
news  that  Army  Staff  Sgt.  Mike 
A.  Dennie,  31,  had  been  killed  in  Iraq  last 
month,  they  scrambled  to  find  information 
about  him.  The  Department  of  Defense  had 
listed  Fayetteville  as  his  hometown,  and  the 
paper  wanted  to  pay  tribute  by  writing  an 
article  about  his  life  and  death. 


But  for  all  of  Observer  reporter  Justin 
Willett’s  efforts,  no  trace  of  Dennie  could  be 
found.  His  name  wasn’t  listed  in  the  phone 
book.  Army  officials  were  slow  returning 
calls  and,  for  days,  no  neighbors  or  former 
classmates  came  forward  to  say  they  re¬ 
membered  him  —  until  his  widow  showed 
up  to  place  an  obituary  in  the  paper. 

As  it  turned  out,  Dennie  hailed  from 
Jamaica,  later  moving  to  Fayetteville  to  be 
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Grand  prtze  winner  Benjamin  Krain  of  the  ArkaiiSiis  - 
Democrat-G^izettP  in  a  self-portrait  from  Afghanistan 


Arkansas  Dernocrat  '^(Oazcllc 

•  Arkansas' Newspaper 


We  Congratulate 

Benjamin  Krain 

for  winning  the  Grand  Prize 
in  Editor  &  Publisher's  Photos 
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(life  iHamto  (TimcH 


Allen  Nolan,  who  | 
was  killed  on  ' 
Sept.  30,  was  j 
memorialized  by  ; 

his  hometown 
Marietta  Times. ! 


roungi 
•elivaiy 
In  party 


old  son  —  with  each  stoiy. 

Kevan  Mathis,  the  Daily  Times  reporter 
who  wrote  the  articles  about  Collier,  said 
the  National  Guards¬ 
man  was  well  known 
in  Harrison,  popula¬ 
tion  13,000.  “It’s  a  pret¬ 
ty  big  thing  for 
a  small  town  when 
somebody  gets  killed 
like  that,”  said  Mathis, 
who  spent  most  of  his 
time  writing  about 
Collier  in  the  days  after 
learning  of  his  death. 

In  Marietta,  Ohio, 
home  of  Allen  Nolan, 
38,  a  specialist  in  the 
Army  Reserve,  The  Ma¬ 
rietta  Times  published 
four  articles  about  him: 
one  when  he  was  in¬ 
jured,  and  three  when 
he  died.  The  story  cov¬ 
ering  Nolan’s  injury  —  serious  bums  he 
sustained  when  his  convoy  was  ambushed 
—  reported  that  the  community  was  rally¬ 
ing  around  his  wife  and  five  children. 
Nolan’s  death  the  next  day  was  the  paper’s 
top  story,  and  subsequent  articles  covered 
community  reaction  and  the  public  memo¬ 
rial  service. 

The  Marietta  Times  ran  the  same  picture 
of  Nolan  in  Iraq  with  each  story,  an  image 

■  provided  by  his 
family.  Connie 
Cartmell,  the 
Times  reporter 
who  wrote  the  arti¬ 
cles  about  Nolan, 
said  the  picture 
was  ovemsed  be¬ 
cause  the  paper 
didn’t  have  access 
to  other  shots. 

Cartmell  told 
££5?/*  that  Nolan’s 
death  was  big 


with  his  wife,  and  becoming  a  U.S.  citizen 
in  2000.  The  Observer  went  ahead  and 
put  together  a  lengthy  story  about  Dennie 
and  his  death,  though  he 
was  not,  in  fact,  a  Fayet¬ 
teville  native.  “We  do  make 
efforts,”  said  Henry  Cun¬ 
ningham,  the  Observer's 
mUitaiy'  editor.  “If  there’s  a 
clear-cut  local  tie,  we  do 
our  best  to  follow  up  on  it.” 

Dennie  is  one  of  more 
than  1,100  fallen  U.S.  mili¬ 
tary  f)ersonnel  in  Iraq,  and 
like  him,  those  soldiers 
have  stories  waiting  to  be 
told,  unfortunately,  after 
their  deaths. 

They  are  more  than  just 
names  on  a  list  of  the  dead. 

That’s  why  E&P  decided  to 
find  out  how  the  home¬ 
town  newspapers  of  six 
men  who  were  reported 
killed  in  Iraq  in  the  Oct.  5  edition  of  The 
New  York  Times,  covered  the  story  locally. 
On  the  national  stage,  they  were  simply  a 
list  of  names  published  in  a  small  box  on 
page  AlO  of  the  Times. 

All  six  men,  as  it  happens,  were  honored 
by  their  hometown  newspapers,  humanized 
by  the  photographs  and  anecdotes  provided 
by  family  and  friends.  Four  of  the  .soldiers 
made  the  front  pages  of  their  local  dailies. 

Russell  L.  Collier,  a 
husband  and  father  from 
Harrison,  Ark.,  was  one  of 
them.  The  Harrison  Daily 
Times,  which  reported  that 
Collier,  48,  a  sergeant  with 
the  Army  National  Guard, 
died  trying  to  help  save  an- 
other  soldier,  printed  several 
articles  about  him  on  Page 
One.  It  ran  different  pictures 

—  including  _ 

one  of  Collier 
with  his  wife 
and  nine-year- 


PaiiH 

The  journey  home  nears  end 


Martha  reports  to  prisoi 


was  Army  Staff  Sgt.  Andrew  Pokomy,  30, 
who  had  attended  high  school  there  and 
moved  away.) 

Hennessy  was  hit  by  gunfire  at  a  traffic 
checkpoint  near  Baghdad.  The  Naperville 
Sun  ran  Hennessy ’s  old  yearbook  photo 
with  its  articles  about  him,  three  staff-writ¬ 
ten  and  one  from  the  Associated  Press. 

In  an  article  by  Meg  Dedolph,  the  soldier’s 
friend  Liz  Ruiz  described  him  as  “one  of  the 
kindest,  most  compassionate  people  I’d 
ever  met  in  my  life.”  Though  that  story  ran 
on  page  3,  another  article,  written  by  the 
Sun’s  Kathy  Cichon,  had  received  front¬ 
page  placement  the  day  before. 

The  death  of  Michael  Uvanni,  27,  a 
sergeant  in  the  National  Guard,  was  a 
running  story  in  his  hometovsn  of  Rome, 
N.Y.  Uvanni’s  death  was  a  big  deal  locally, 
explained  Steve  Jones,  a  Daily  Sentinel 
reporter  who  co-wrote  the  first  article, 
which  appeared  on  the  front  page.  Several 
stories  covered  the  reactions  and  memories 
of  Uvanni’s  family  and  the  return  of  his 
remains. 

One  of  the  follow-up  articles  about  Uvan¬ 
ni,  who  was  shot  by  a  sniper  in  Iraq,  also 
appeared  on  the  fi’ont  page.  It  began  with 
the  lone  comment  his  parents  would  make 
about  their  only  child:  “We  are  hanging  in 
there.  It’s  veiy,  very  bad.”  In  addition  to  his 
parents.  Sentinel  reporters  contacted  Uvan¬ 
ni’s  grandfather,  great-uncle,  cousin, 
friends,  and  Army  officials. 

In  a  much  bigger  city.  The  Philadelphia 
Inquirer  and  The  Philadelphia  Daily  News, 
hometown  dailies  of  Rodney  A.  Jones,  21, 
an  Army  specialist,  did  not  afford  him 
front-page  coverage  —  but  they  did  run 
lengthy  stories  about  the  aspiring  politician 


_  news 

in  the  community, 
largely  because  he 
was  the  first 
dier  from  Marietta 
—  or  the  entire  county  —  to  die  in  Iraq.  He 
was  awarded  five  medals  posthumously, 
including  the  Bronze  Star. 

Sgt.  Jack  Hennessy,  a  21-year-old  from 
Naperville,  Ill.,  was  the  second  soldier  from 
his  hometown  to  be  killed  in  the  war, 
though  he  was  the  first  who  still  listed 
Naperville  as  his  hometown.  (The  first 
Naperville  native  to  be  killed  in  the  war 


Russell  L.  Collier, 
a  medic  from 
Harrison,  Ark., 
was  killed  in  Iraq 
while  trying  to 
save  a  fellow 
soldier.  At  right  is 
Collier’s  locker  at 
the  National 
Guard  Armory  in 
Harrison. 
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who  had  graduated  irom  high  school 
at  age  16. 

The  Inquirer  put  its  article  on  page  7 
of  its  City  section,  coverage  the  writer, 
Jennifer  Moroz,  called  “typical”  for  a  story 
straddling  the  local  and  national  news. 
Similarly,  the  Daily  News  piece,  written 
by  Gloria  Campisi,  appeared  on  page  4 
of  its  City  section.  It  reported  that  Jones 
had  been  killed  in  a  car  bomb  explosion 
in  Baghdad. 

All  of  these  local  stories  reveal  affecting 
details  that  can’t  even  be  hinted  at  in 
a  mere  listing  of  the  dead.  We  learn,  for 
example,  that  when  Rodney  Jones  found 


right,  an  honor  guard 
pays  Hennessy  tribute. 

out  he  was  being  sent 

he  started  a  conversa-  w 

tion  m  Arabic  m  a  I  ’whw  -  — 

fast-food  restaurant. 

Jones  had  planned  to  take  his  girlfriend 
on  a  cruise  to  propose  marriage  when  he 


returned  from  Iraq.  Now  she  says:  “Ill  get 
married  to  him  in  heaven.  Itll  probably 
be  better  there  anyway.” 


prices  high,  though  he  says  that  this  year 
will  probably  be  better  than  last  year.  “But 
last  year  was  pretty  lousy,”  Coen  adds, 
noting  that  in  2003  holiday  advertising 
was  up  just  1.7%- 

Retail  Forward  predicts  that  Wal-Mart 
should  see  a  lot  of  holiday  activity.  Too 
bad  the  retailer  tends  not  to  advertise 
with  newspapers. 

It  doesn’t  help  that  consumers  have 


of  Leo  J.  Shapiro,  who  explains  that  20% 
of  households  plan  to  spend  more  this 
holiday  season. 

But  even  that  piece  of  good  new^s  could 
have  an  adverse  affect  on  newspaper  ad¬ 
vertising.  Retailers  track  closely  consumer 
confidence  and  spending  potential  and 
when  there’s  a  see-saw  effect  —  essential¬ 
ly  big  swings  from  month  to  month  — 
they  tend  to  slash  pnces.  “Probably  the 
newspapers  do  better  when  retailers  are 
panicking  because  they  promote 
more,”  Rosenbaum  explains. 

There’s  a  catch-22  though:  Retail¬ 
ers  have  also  gotten  much  smarter 
about  how  and  when  they  spend  their 
money,  explains  Bob  Shamberg,  the 
newly  appointed  CEO  of  Newspa¬ 
per  Services  of  America.  (In  Octo- 
ber  he  replaced  Scott  Harding,  who 
»  jumped  to  direct-mail  giant  Advo.) 

1  “Retail  numbers  have  been  fair 
a  to  soft.  Retailers  will  probably  go 
W  into  the  season  with  a  disciplined 
and  conservative  ad  plan,”  he  says. 

“I  just  think  there  is  a  great  correlation 
that  as  retailers  get  more  and  more  infor¬ 
mation  [about  the  effectiveness  of  their 
advertising],  they  have  more  and  more 
discipline.” 

He  did  say  that  the  free-standing  insert 
category,  which  has  been  gaining  popu¬ 
larity,  will  gain,  but  only  in  the  low  single 
digits  for  the  holiday  season.  And  overall, 
the  picture  is  not  promising.  “There  are 
not  a  lot  of  signs  that  suggest  this  year  is 
going  to  be  fantastic,”  Shamberg  says.  11 


BY  JENNIFER  SABA 

The  outlook  for  retail  adver- 
tising  during  the  holiday  season  is 
uncertain  —  at  best.  When 
asked  during  a  Knight  Ridder  Q3 
conference  call  in  mid-October 
about  holiday  activity,  Steve 
Rossi,  president  of  the  newspaper 
division,  responded  with  the 
proverbial  shrug:  They  just  don’t 
know  what  to  expect. 

Over  at  Sears,  Matt  Spahn,  ^ 

director  of  media  planning,  was  mfk 
coy  about  holiday  spending,  though 
he  did  say  his  plans  have  not 
changed  significantly  from  what 
they  were  last  year.  “In  terms  of  ^ 

newspaper  advertising,  those  plans 
are  and  have  been  veiy  aggressive  in 
trying  to  compete  in  a  marketplace. 

I  would  not  say  they  have  come  up  or 
down  for  the  holiday,”  he  revealed. 

Robert  Coen,  director  of  forecasting 
at  Universal  McCann,  hasn’t  reached 
any  clear  conclusions,  though  he’s  leaning 
toward  a  soft  landing:  “Retailers  are  just 
trying  to  do  their  best  to  move  goods. 
They’re  investing  little  in  advertising, 
not  just  in  newspapers  but  other  media.” 
Coen  thinks  the  election  will  keep  media 


been  wishy-washy  about  future  spending 
plans.  Leo  J.  Shapiro  and  Associates,  a 
Chicago-based  survey  consumer  research 
firm  that  specializes  in  retail,  found  that 
from  August  to  September  households 
who  expect  to  spend  more  during  the 
holiday  season  dropped  precipitously 
from  27%  to  16%  —  the  largest  reversal 
the  firm  had  seen  in  more  than  10  years. 
But  consumers  felt  more  confident  in 
October,  says  George  Rosenbaum,  chair 
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Making  a  play  for  younger 
readers,  or  anyone  in  a  hurry 

BY  JOE  STRUPP 

EADERS  OF  HlE  JANESVILLE  (WiS.) 

Gazette  who  are  looking  for  news 
stories  on  the  front 
page  won’t  find  much. 

But  that’s  the  whole  idea, 
according  to  editors  who 
recently  redesigned  the 
paper.  Now,  nearly  all 
of  Page  One  is  filled  with 
summaries  of  inside  stories, 
and  other  teasers  aimed  at 
giving  readers  a  quicker 
news  fix  and  more  reason 
to  go  beyond  the  first  page. 

“We  wanted  to  make  a 
commitment  to  readers 
that  if  they  only  have  five 
minutes,  they  can  get  the 
news  they  need  to  stay  up 
to  speed,”  said  Scott  Angus, 
editor  of  the  22,000-circu¬ 
lation  daily.  “We  need  to 
get  light  readers  to  read 
us  more.” 

Launched  Sept.  27,  the 
new  look  is  a  far  ciy  from 
the  Gazette's  previous  front-page  layout, 
which  often  carried  five  stories,  many 
jumping  to  inside  pages.  Under  the  new 
design,  a  wide,  right-hand  rail  offers 
summaries  of  inside  stories  ranging  from 
news  to  sports,  while  the  bottom  section 
promotes  upcoming  pieces  and  another 
area  teases  weather.  Even  death  notices  and 
obituaries  are  given  a  highlight  mention. 

“It  is  a  bold  move  and  not  without  an 
element  of  risk,”  said  Sidney  H.  “Skip”  Bliss, 
publisher  of  the  paper,  one  of  four  dailies 
owned  by  his  family’s  company.  Bliss  Com¬ 
munications  of  Janesville.  “Little  of  its 
former  self  remains.” 

The  only  typical  front-page  news  story 
will  be  in  “The  Window,”  a  centerpiece 
space  dedicated  to  a  main  visual  element, 
which  may  not  even  offer  a  text  story  on 
some  days.  “We  believe  that  once  people 
look  at  the  front  page,  they  will  look  at 
more,”  Angus  said,  adding  that  about  20% 
of  the  paper’s  sales  are  single-copy  buys. 


“We  want  to  get  people  beyond  the  front 
page,  and  beyond  the  obstacle  that  they 
don’t  have  time.  Much  of  this  makes  the 
paper  easier  to  read,  easier  to  navigate.” 

Angus  adds  that  the  traditional  front 
page  is  still  in  the  paper,  on  Page  3,  which 
offers  the  top  news  stories  of  the  day.  He 
also  stressed  that  the  paper  is  not  cutting 


news  space,  expanding  from  a  minimum  of  , 
24  pages  each  day  to  a  minimum  of  28.  “We 
believe  we  can  keep  loyal  readers,  but  also 
attract  new  ones,  younger  ones,”  he  said. 

The  summary  approach  is  not  really  new. 
Last  year.  The  Miami  Herald  launched 
“5-Minute  Herald,”  providing  a  full  page 
of  summaries,  but  across  a  back  section 
page.  The  Fort  Worth  Star-Telegram  has 

An  autumn  windfall 

BY  MARK  FITZGERALD 

HESE  DAYS,  WHEN  NEWSPAPER 

managers  come  around  to  drop 
unexpected  envelopes  on  employee 
desks,  the  first  reaction  is  dread.  But  in 
late  September,  all  600  full-time  employ¬ 
ees  at  the  family-owned  Daily  Herald  in 
northwest  suburban  Chicago  discovered 
a  pleasant  surprise  in  those  envelopes:  a 
check  for  $250.  Some  300  part-time 


i 
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run  summary-only  front  pages  on  Sundays 
and  Mondays  since  August.  “It  gets  the 
time-starved  reader,”  said  Star-Telegram 
Publisher  Wes  Turner.  “Reaction  is  mixed, 
but  a  lot  of  people  tell  us  they  like  it  when 
they  don’t  have  a  lot  of  time.” 

But  the  Gazette  is  believed  to  be  the  only 
paper  to  give  up  each  day’s  Page  One  to 
quick  hits.  “It’s  like  a  menu 
from  a  computer  screen,” 
said  Angus.  “But  instead  of 
clicking  on  a  story  you  like, 
you  turn  to  it.” 

The  paper  began  planning 
for  the  change  nine  months 
ago.  Angus  added  a  new 
editing  position  solely  for 
the  front  page. 

The  new  look  comes  at  a 
time  when  the  paper’s  daily 
circulation  had  dipped 
slightly  to  22,696  for  the  six 
months  ending  March  2004 
from  22,813  for  the  same 
period  a  year  earlier.  Sunday 
circulation  also  went  down  a 
bit,  to  25,750  from  26,389, 
during  the  same  period. 

The  redesign  followed  a 
marketing  survey  of  450 
Gazette  readers  last  spring,  as 
well  as  a  recent  session  with 
two  focus  groups  who  reviewed  the  initial 
prototype.  A  handful  of  subscribers  can¬ 
celled  the  paper  in  protest.  Bliss,  who  said 
the  industry  needs  to  look  at  such  changes 
more  as  readership  problems  continue, 
hinted  that  his  company’s  other  dailies 
could  follow  in  the  redesign  if  it  is  deemed 
a  success.  “This  may  serve  as  a  model,” 
he  adds.  “It  is  still  a  work  in  progress.”  11 

at  ‘Daily  Herald’ 

employees  received  checks  of  $125  each. 

It  was  only  a  few  years  ago  that  the 
Herald  suspended  contributions  to  work¬ 
er  401G^)  plans  for  a  while,  and  told  em¬ 
ployees  to  take  a  half-day  off  every  two 
weeks,  which  reduced  everyone’s  wages 
by  5%.  But  the  paper  has  made  a  big  turn¬ 
around  this  year  and  wanted  to  reward 
employees  for  their  sacrifices.  “I  was  pret¬ 
ty  stunned,”  said  staff  writer  Joel  Reese. 


Gazette 


A  bold,  new  Gazette 


~The  Gamte  - 

The 


The  news  in  brief:  Teasers, 
summaries,  and  perhaps 
one  story  on  a  redesigned  Page  One 


Stories  gaiore:  At  least  five 
stories  on  average  made 
the  front  page  in  the  former  layout 
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jer,  Honolulu,  HI  -  La  Prensa,  San  Pedro  Sula,  Honduras  -  Chicago  Tribune,  ( 
‘  i,  Crystal  Lake,  IL  -  Sauk  Valley  Newspapers,  Dixon,  IL  -  The  Papers,  Inc.,  Mi! 
imal.  Naperville,  IL  -  Rockford  Register  Star,  Rockford,  IL  -  Fort  Wayne  Newsc  u 


.ii.  Des  Moines,  lA  -  Daily  News,  Bowling  Green,  KY  -  Courier-Journal,  Louisville, 
blishing,  Manchester,  KY  -  The  Times,  Shreveport,  LA  -  Bangor  Daily  News, 
'e  Times  Record,  Brunswick,  ME  -  Sun-Journal,  Lewiston,  ME  -  The  Sun, 
I  tie  Frederick  News-Post,  Frederick,  MD  -  The  Wall  Street  Journal.  White  Oak, 
Spirit,  Ayer,  MA  -  Creo-Scitex,  Bedford,  MA  -  Essex  County  Newspapers, 
iston  Herald,  Boston,  MA  -  The  Enterprise,  Brockton,  MA  -  Harvard  Crimson, 
The  Wall  Street  Journal.  Chicopee,  MA-MediaNews  Group,  Inc.,  Devens,MA- 
Nashoba  Publishing,  Fitchburg,  MA  -  Sentinel  &  Enterprise,  Fitchburg,  MA  - 
Metrowest  Daily  News,  Framingham,  MA  -  The  Recorder,  Greenfield,  MA  - 
Groton  Landmark,  Groton,  MA  -  Harvard  Hillside,  Harvard,  MA  -  Eagle-  Tribune, 
Lawrence,  MA  -  MediaNews  Group,  Lowell,  MA  -  The  Sun  Lowell,  MA  -  The 
Daily  Item,  Lynn,  MA  -  Pepperell  Free  Press,  Pepperell,  MA  -  The  Enterprise, 
Quincy,  MA  -  The  Patriot  Ledger,  Quincy,  MA  -  Essex  County  Newspapers, 
Salem,  MA  -  Shirley  Oracle,  Shirley,  MA  -  The  Republican,  Springfield,  MA  - 
Townsend  Time,  Townsend,  MA  -  Bay  City  Times,  Bay  City,  Ml  -  Valley 
Publishing,  Bay  City/Saginaw,  Ml  -  The  Grand  Rapids  Press,  Grand  Rapids, 
Ml  -  The  Flint  Journal,  Flint,  Ml  -  Citizen  Patriot,  Jackson,  Ml  -  Kalamazoc 
Gazette,  Kalamazoo,  Ml  -  The  Saginaw  News,  Saginaw,  Ml  -  Jackson  Citizen 
Patriot.  Jackson.  Ml  -  Northeast  Mississi.  oi  Daily  Journal.  Tur-elo  MS  - 


MQ  -  Cass  County  Democrat,  Cass  County, 
I,  MQ  -  Lincoln  Journal  Star,  Lincoln,  NE  - 
,  NE  -  Star  Herald,  Scottsbiuff,  NE  -  Review 
vunity  News,  Dover,  NH  -  Foster's  Daily 
;er,  Exeter,  NH  -  The  Keene  Sentinel,  Keene, 
■  The  Telegraph,  Nashua,  NH  -  Seacoast 
5uth  Herald,  Portsmouth,  NH  -  Rockingham 
oast  Star,  York,  NH  -  York  Weekly,  York,  NH 
,  NJ  -  Evergreen  P  &  P,  Bellmawr,  NJ  -  The 
ler,  Newark,  NJ  -  The  Record,  Rockaway,  NJ 
away,  NJ  -  The  Wall  Street  Journal.  South 


Southeast  Missourian,  Cape  Girardeau, 
MQ  -  St.  Louis  Post-Dispatch,  St.  Lou 
The  North  Platte  Telegraph,  North  Platt 
Journal,  Las  Vegas,  NV  -  Dover  Co 
Democrat,  Dover,  NH  -  Exeter  News-Le 
NH  -  Hampton  Union,  Hampton,  NH 
Newspapers,  Portsmouth,  NH  -  Portsi 
News,  Rockingham,  NH  -  York  County  ( 

-  The  Press  of  Atlantic  City,  Atlantic  Ci 
Record,  Hackensack,  NJ  -  The  Star  Le J 

-  North  Jersey  Media  Group  Inc.,  Roc 
Brunswick,  NJ  -  A.F.L.  Web  Printing, 
Voorhees,  NJ  -  The  Buffalo  News, 
Buffalo,  NY  -  Times  Herald  Record, 
Middletown,  NY  -  Daily  News,  New 
York  City,  NY  -  Asheville  Citizen  - 
Times,  Asheville,  NC  -  The  Wall  Street 
Journal.  Charlotte,  NC -  The  Daily 


DARIO  i 
nCr  DESIGNS 


THE 

NEWSPAPER  FACILITY 
DESIGN  SPECIALISTS 


Advance,  Eliz 
Gazette,  Gast. 
Greensboro,  NC 
NC  -The  Wall  St, 
QH  -  The  Vindic 
Daily  Astorian, , 
Bend,  QR  -  He 
Falls,  QR  -  Ea^ 
The  Qregonian, 
Salem, QR-  Dee 


IUil3iUliitii 


beth  City,  NC  -  Gaston 
lia,  NC  -  News  &  Record, 
T  k'  Daily  Reflector,  Greenville, 
si  Journal.  Bowling  Green, 
or,  Youngstown,  OH  -  The 
Toria,  OR  -  The  Bulletin, 
aid  and  News,  Klamath 
Oregonian,  Pendleton,  OR  - 
irtland,  OR  -  Capital  Press, 
iperCompany, Chester,  PA 
Times,  Easton,  PA 


ally  I  imes,  trie,  ka  -  i  ne  evening  oun,  t;; 
Reading  TImes-Eagle,  Reading,  PA  -  The  H 
Sharon,  PA  -  Observer-Reporter,  Washington,  i' 
Chattanooga  Publishing,  Chattanooga 
Amarillo  Globe  News,  Amarillo,  TX  -  The 
Street  Journal.  Dallas,  TX  -  Lubbock  Ava 
Telegraph,  Tyler,  TX  -  Newspaper  Agency  Corp 
JJ  -  Bristol  Herald-Courier,  Bristol,  VT  - 
■iutland  Herald,  Rutland,  VT  -  Bristol  Herald 
Jourier,  Bristol,  VA  -  The  Free  Lance-Star. 
Fredericksburg,  VA  -  The  News  & 
\dvance,  Lynchburg,  VA  -  Landmark 
communications,  Norfolk,  VA  -  Virginian 
ilot,  Norfolk,  VA  -  The  Herald,  Everett,  WA  - 
heWall  Street  Journal.  Seattle,  WA  - 
The  Columbian,  Vancouver,  WA  -  The 
TVenatchee  World,  Wenatchee,  WA 


Dario  Designs  would  like  to 
thank  all  of  our  customers  for 
contributing  4o  our  success. 


Grand  Rapids  Press, 
Grand  Rapids,  Ml 


the  Flint  Journal,  Flint  Ml 
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“Your  Mom” 
Editor  Hillary 
Rhodes 
works  in  an 
office  at  the 
Quad-City 
Times  in 
Davenport, 
Iowa.  At 
right,  the 
student- 
conceived 
tab. 


Suits  tap  students  for  new  ideas 


BY  MARK  FITZGERALD 

ILLARY  Rhodes  admits  to  a  wee 
bit  of  panic  when  she  and  her 
classmates  from  Northwestern 
University’s  Medill  School  of  Journalism 
walked  into  the  roomful  of  Lee  Enterprise 
executives  to  convince  them  to  start  a  Web 
and  tabloid  product  for  teenagers. 

“We  were  working  on  no  sleep  at  all,  and 
then  we  had  practiced  and  practiced  our 
presentation,  and  I  thought,  we’re  just 
kids,  really,  and  we’re  standing  in  front  of 
all  these  middle-aged  guys  in  business  suits 
and  we’re  telling  them  what  they  should 
do,”  Rhodes  recalls  of  that  moment  back  in 
June. 


The  Audit  Bureau  of  Circula- 
tions  is  about  to  release  the  hotly 
anticipated  circulation  figures  for 
the  six-month  period  ending  September 
2004.  The  industry  is  still  smarting  from 
circulation  scandals  as  the  Securities  and 
Exchange  Commission  continues  its 
inquiiy  into  circ  practices  at  eight  or  more 
newspaper  companies  (see  next  page). 

Though  the  SEC  claims  that  none  of 
the  contacted  companies  are  targeted  for 
fraudulent  practices,  the  news  has  only 
“raised  investor  anxiety,”  Merrill  Lynch 
commented,  heightening  concern  about 
pressure  on  ad  rates  for  2005. 


She  needn’t  have  worried:  As  things 
turned  out,  the  suits  loved  it. 

“They  gave  a  presentation  as  good  as  any 
I’ve  ever  seen  by  a  marketing  or  advertising 
firm,”  says  Michael  Phelps,  publisher  of 
Lee’s  Qxuid-City  Times  in  Davenport, 

Iowa.  Phelps  greenlighted  the  project  on 
the  spot.  And  the  j-school  kids  were  barely 
across  the  river  on  the  way  back  to  their 
Evanston,  Ill.,  campus  when  their  cell 
phones  started  ringing.  The  suits  wanted 
to  start  working  on  the  tab,  called  “Your 
Mom,”  on  Monday. 

Within  a  few  weeks,  Rhodes,  24,  was 
working  for  the  Times,  running  "Your 
Mom”  from  an  office  she’s  converted  into  a 


Many  chains  contacted  by  E^P  after 
submitting  their  figures  to  the  ABC 
declined  to  reveal  what  they  reported. 
Catherine  Mathis,  spokeswoman  for  The 
New  York  Times  Co.,  did  pull  back  the 
curtain  a  bit,  saying  both  The  New  York 
Times  and  The  Boston  Globe  expect  small 
gains  in  circulation.  The  Dallas  Morning 
News  has  already  estimated  daily  circula¬ 
tion  down  5.1%  and  Sunday  off  11.9%  for 
the  period  ending  September  2004. 

Though  it  doesn’t  correlate  directly  with 
the  reporting  period,  Knight  Bidder  an¬ 
nounced  during  its  Q3  earnings  call  that 
“for  the  same  period  and  year  to  date,  daily 


hangout  for  local  ^ 

teens.  ! 

Meanwhile,  the  Mil¬ 
waukee  Journal  Sen-  j 

tinel  has  just  launched 
a  Web  site  and  weekly  j 

tab  following  input 
from  Medill  students. 

These  initiatives  are  i 

I  just  the  latest  real-world  ' 

j  newspaper  products  to 

come  out  of  the  Medill 
Media  Management  Pro-  ! 

ject  Class  in  Northwest¬ 
ern’s  graduate  journalism 
program.  Every  year  for 
the  better  part  of  two  i 

decades,  some  15  to  20 
students  spend  the  spring  i 

quarter  essentially  acting 
as  a  newspaper  industry 
consultant  firm. 

For  many  years,  the  stu-  i 

dents  worked  exclusively 
with  The  Times  in  Munster,  Ind.,  then  | 

owned  by  Howard  Publications.  Among 
other  projects,  the  class  developed  a  pre-  I 
Web  online  service  and  revamped  the  Sat¬ 
urday  paper.  Nowadays,  program  leaders  i 
Rich  Gordon,  chairman  of  the  Newspapers  ! ! 

&  New  Media  program,  and  part-time  fac-  | 

ulty  member  Cynthia  Linton  go  looking  for  ! 
a  client  newspaper  —  or,  just  as  often,  the 
papers  come  looking  for  them. 

Martin  Kaiser,  senior  vice  president  and 
editor  of  the  Milwaukee  Journal  Sentinel, 
attended  the  students’  presentation  in  ; 

2002  —  and  hired  the  class  the  next  year  to  1 1 

figure  out  how  to  attract  younger  readers. 

“I  was  really  impressed  by  them,”  he  says.  I 

copies  were  down  0.8%  and  Sunday  |  j 

copies  were  down  0.4%.”  j 

For  the  most  part,  industiy  observers  i 

think  the  overall  numbers  will  decline  i 

slightly  —  “gently,”  as  Merrill  Lynch’s  ; 

Lauren  Rich  Fine  put  it  But  Scott  Staws-  | 
ki,  vice  president,  client  executive  at 
Inforte,  a  Chicago-based  management 
consulting  firm,  thinks  they  could  be  off  as 
much  as  2%  to  3%  for  overall  circulation.  | 
Start  peeling  back  the  numbers  and  a  I ! 
different  story  is  likely  to  emerge.  The  real  ■  i 

decline  is  expected  for  more-than-50%  i 

paid  circulation.  Stawski  is  predicating 
a  staggering  12%  to  13%  drop.  He  says  f 

to  keep  an  eye  out  on  less-than-25%  paid  :  | 
circulation,  where  a  real  numbers  jump  1 

is  expected.  —  Jennifer  Saba  5. 


Investors  anxious  over  imminent  Fas-Fax  report 
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SEC  probe  may  go  nowhere,  slowly 

BY  JENNIFER  SABA  “could  be  fully  dissipated.”  But  it’s  unlikely 


Little  is  known  for  sure  about 
the  recently  disclosed  Securities 
and  Exchange  Qtmmission  (SEC) 

I  fishing  expedition  at  about  eight  newspaper 
I  companies  and  the  Audit  Bureau  of  Circu¬ 
lations.  In  the  October  issue  of  the  Morton- 
'  Groves  newsletter,  analyst  John  Morton 
i  weighed  in  with  a  possible  outcome. 

On  the  “upside,”  he  wrote,  “if  the  SEC 
ultimately  finds  that  newspapers  generally 
do  an  honest,  accurate  job  of  reporting  to 
the  ABC,”  the  cloud  of  suspicion  hovering 
over  the  industiy s  circulation  practices 


any  investigation  will  be  a  speedy  one,  he 
warns.  The  fact  that  the  probe  will  likely 
drag  on  for  months  only  prolongs  the 
suspicion  that  something  maybe  rotten. 

The  SEC  isn’t  taking  any  chances,  thanks 
to  Enron.  Edward  Atorino  of  Fulcrum 
Global  Partners  suggests  that’s  the  reason 
the  SEC  is  more  aggressive  these  days. 
“Undoubtedly  there’s  an  administrative  guy 
down  there  who  read  about  the  [circ  scan¬ 
dal],”  he  says.  “They  don’t  know  about  this 
and  they  probably  wanted  to  find  out  more. 
Why  they  need  to  know  is  beyond  me.”  11 


Medill  students  get  a  presentation  on  newspa¬ 
per  design.  Above,  prototypes  for  two  student 
projects  for  the  Milwaukee  Journal  Sentinel. 


ll^GS 


“I  thought,  boy,  getting  some  smart  young 
people  up  here  and  having  them  in  the 
newsroom  and  the  company  would  be  very 
good  for  us.  For  a  long  time,  I  guess  they 
were  fhistrated  because  we  did  nothing 
[with  their  ideas].” 

The  students  suggested  a  Web  site,  a 
standalone  tab  and  a  weekly  section  inside 
the  Journal  Sentinel  for  adults  aged  25  to 
34.  After  sitting  on  the  plan  for  a  while,  the 
paper  on  Oct.  28  launched  a  Web  site  and 
tab  called  MKE,  named  after  Milwaukee’s 
airport  code. 

“The  Medill  program  definitely  influ¬ 
enced  what  we  Aid”  MKE  project  head 
Diane  Bacha  says.  “The  most  important 
thing  [the  class]  did  was  make  us  take 
notice  about  how  much  potential  there  was 

_  for  this  kind  of  prod- 

Your  Backyard  .  _  uct.  We  were  given  a 

fresh  set  of  reasons  to 
do  it.”  And  like  Lee, 
the  Journal  Sentinel 
hired  one  of  the 
students,  Beth 
!  Lawton,  to  work  on 
the  final  project.  11 
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TED  S.  WARREN,  THE  ASSOCIATED  PRESS,  OCT.  2 

Kiki  Kreofski  left  her  Boring  (Ore.)  life  behind 
in  early  October  to  stand  under  the  volcano  at  Castle 
Lake  Viewpoint  near  Mount  St.  Helens.  Although 
there  was  no  visible  ash  in  the  air,  Kiki  said  she  felt  better  wear¬ 
ing  the  mask  and  holding  the  flower.  At  that  point,  the  moun¬ 
tain  had  merely  blown  off  a  little  steam.  —  Greg  Mitchell 


t 


BY  SHAWN  MOYNIHAN 
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VIRGINIA 

Thomas  A.  Silvestri 

Thomas  A-.  Silvestri  has  been  named  pres¬ 
ident  and  publisher  ' of  the  Richmond 
Times-Dispatch,  effective  Jan.  1,  2005. 
Since  2002  he  has  served  as  president  of 
Media  General’s  community  newspapers. 
Silvestri,  49,  joined  Media  General  in  1982 
at  the  Times-Dispatch,  where  he  worked 
as  an  editor  for  16  years.  In  1998  he  was 
named  director  of  news  synergy  and  editor  of  the  Media  General 
News  Bank  for  the  publishing  division.  In  2000  he  was  appointed 
VP  of  community  newspapers,  and  later  became  senior  VP. 
Silvestri  is  the  first  publisher  outside  the  Bryan  family  since  1887- 


ALABAMA 

Jerome  Wassmann  has  been  named  pub¬ 
lisher  of  the  Daily  Mountain  Eagle  in 
Jasper.  Wassmann,  who  has  been  at  the 
Eagle  for  23  years,  joined  the  staff  in  1981 
as  assistant  to  the  publisher. 

Michele  Gerlach  has  been  named  president 
and  publisher  of  Brewton  Newspapers 
Inc.  and  vice  president/group  manager 
for  Boone  Newspapers  Inc.  Most  recently 
Gerlach  was  director  of  marketing  and 
communications  at  Jefferson  Davis 
Community  College  in  Brewton. 

CALIFORNIA 
Jack  Lane  has  been  named  publisher  of 
The  East  County  Californian  in  El  Cajon. 
Lane,  who  once  was  the  paper’s  advertis¬ 
ing  director,  most  recently  served  as 


president  and  CEO  of  a  publishing 
and  Internet  consulting  firm. 

Ruben  Keoseyan  has  been  promoted  to 
executive  editor  of  La  Opinion.  Keoseyan 
previously  served  as  managing  editor. 

Yvonne  Sanchez  has  been  promoted  to 
publisher  of  The  Alpine  Sun.  Sanchez  had 
served  as  the  newspaper’s  office  manager. 

Joshua  Bingham  has  been  named  editor 
of  the  Lincoln  News  Messenger.  Bingham 
most  recently  worked  as  a  reporter  for 
The  Gadsden  (Ala.)  Times. 

Lori  Wheaton  has  been  named  market 
research  director  at  Freedom  Orange 
County  Information,  the  Santa  Ana, 
Calif.-based  publisher  of  The  Orange 


Bennie  Ivory,  executive 
editor  and  vice  president 
for  news  at  The  Courier- 
Journal  in  Louisville,  Ky., 
and  Susan  Ihne,  execu¬ 


tive  editor  of  the  Sf. 
Cloud  (Minn.)  Times, 
are  the  winners  of  the 
third  annual  Robert  G. 
McGruder  Awards  for 
Diversity  Leadership. 
The  awards  are  given  by 


APME  and  the  American 
Society  of  Newspaper 
Editors  (ASNE)  with  the 
Freedom  Forum,  which 
provides  the  funding. 
Each  honoree  receives 
$2,500  and  a  sculpture. 
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County  Register,  the  Spanish-language 
newspaper  Excelsior,  and  22  community 
weekly  papers.  Wheaton  joined  Freedom 
Orange  County  Information  more  than 
16  years  ago.  Most  recently,  she  has 
served  as  database  marketing  manager. 

Stefan  Gaines  has  been  appointed  circula¬ 
tion  manager  at  the  Turlock  Journal. 
Gaines  has  worked  in  advertising  sales 
at  the  Tracy  (Calif.)  Press. 

Lisa  Cosenza  has  been  named  advertising 
director  for  the  Daily  Pilot,  Huntington 
Beach/Fountain  Valley  Independent,  and 
the  Laguna  Beach  Coastline  Pilot.  She 
previously  worked  for  the  PennySaver 
in  Mission  Viejo. 

FLORIDA 

John  Fish  has  been  named  president  and 
publisher  of  the  Naples  Daily  News.  Fish 
most  recently  served  as  publisher  of  The 
Topeka  Capital-Journal  in  Kansas.  Before 
that,  he  was  general  manager  of  The 
Augusta  (Ga.)  Chronicle. 

Sophie  Rahimi  has  been  named  technology 
customer  service  manager  of  the  Orlando 
Sentinel.  Rahimi  was  most  recently 
served  as  the  IT  client  support  manager 
at  The  Washington  Post,  where  she  has 
worked  since  1985. 

IDAHO 

Chris  Steinbach  has  been  named  managing 
editor  of  The  Times-News  in  Twin  Falls. 
Previously,  Steinbach  served  as  editor 

— VIRGINIA 

Rebecca  M. 
Brubaker 

V  been  named 

T  VP/operations 
nc/i  _  for  the 

Press  in  Newport  News.  She 
most  recently  was  circulation 
planning  and  operations  direc¬ 
tor  for  the  Chicago  Tribune. 


Publishers  Association. 
•  The  Tennessee  Press 
Association  has  elected 
Mike  F’ishman,  who  is 
publisher  of  the  Citizen 
Tribune  in  Morristown, 
its  new  president. 


www.editorandpublisher.com 


•  Bill  Lynch,  editor  and 
publisher  of  The  Sonoma 
Index-Tribune,  has  been 
elected  president  of  the 
California  Newspaper 
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- -OBITUARIES— 

Susannah  “Sue”  Gentry 

99,  DIED  Oct.  11 

REPORTER/CITY  EDITOR,  THE  EXAMINER.  INDEPENDENCE,  MO. 

SEVENTY  YEARS  IS  A  LONG  TIME  TO  DEVOTE  TO 
one  newspaper.  But  then,  Susannah  Catherine 
“Sue”  Gentry  was  a  reporter  and  editor  who 
understood  devotion  quite  well. 

Gentry,  who  wrote  for  The  Examiner  of  Indepen¬ 
dence,  Mo.,  from  1929  through  1999,  covered  Harry 
S.  Truman’s  political  ascent  to  the  White  House. 

Along  the  way,  and  during  the  presidency  of  the 
“man  from  Independence,”  she  grew  to  become 
the  foremost  authority  on  the  Truman  family.  In  the 
years  following  Harry  and  Bess  Truman’s  return  to  Independence  in  1953, 
Gentry  became  recognized  as  the  family’s  unofficial  representative. 

Hired  by  the  Examiner  in  1929  on  a  three-month  trial  basis  to  compose  items 
about  Independence  residents.  Gentry  was  kept  on  as  a  reporter  and  was  later 
named  city  editor  in  1943  when  several  male  Examiner  writers  and  editors 
were  sent  off  to  war.  She  was  one  of  the  first  woman  editors  in  the  Midwest. 


However,  it  was  her  coverage  of  Truman  for  which  she  was  best  known.  When 
the  president  declared  victory  over  Japan  on  Aug.  14, 1945,  Gentry  was  visiting  the 
White  House.  She  composed  her  story  on  the  typewriter  of  Truman’s  personal 
secretary,  and  the  report  appeared  in  the  Examiner  the  next  day. 

Gentry  retired  in  1973,  but  continued  to  write  a  weekly  column  titled  “The 
Local  Gentry,”  which  often  described  people  and  events  from  the  Truman  era. 


Dirks,  Van  Essen  &  Murray 


We  are  pleased  to  have  represented  Better  Built  Group,  Inc.,  in  this  transaction. 

Better  Built  Group,  Inc. 

has  sold 

Leesburg  (FL)  Daily  Commercial 

(29,400  daily  and  28,400  Sunday  circulation) 

Hope  (AR)  Star 

(3,000  daily  circulation) 

Arkadelphia  (AR)  Daily  Siftings  Herald 

(2,700  daily  circulation) 

and  9  other  publications 

to 

HarborPoint  Media,  LLC 

II9  EAST  MARCY  STREET  SUITE  lOO  SANTA  FE,  NM  8750I 
TEL:  505.820.2700  FAX:  505.820.2900  http://www.dirksvanessen.com 
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of  the  Winona  (Minn.)  Daily  News,  and 
was  assistant  city  editor  at  the  Lincoln 
(Neb.)  Journal  Star. 

ILLINOIS 

Jeff  Eustis  has  joined  the  staff  of  the 
Edwardsville  Intelligencer  as  circulation 
director.  Most  recently  Eustis  served  as 
circulation  director  for  the  Log  Cabin 
Democrat  in  Conway,  Ark. 

Allison  Morse  and  Brian  Porter  have  been 
appointed  retail  sales  managers  for  the 
Journal  Star  in  Peoria.  Sue  Patterson  has 
been  named  the  newspaper’s  new  retail 
advertising  manager. 

Ann  Reus  has  been  promoted  to  copy 
editor  at  The  Journal-Standard  in 
Freeport.  Previously,  Reus  was  a  city 
hall  reporter  for  the  newspaper. 

Holly  Lundh  has  been  promoted  to  photo 
editor  of  the  Daily  Chronicle  in  De  Kalb, 
from  staff  photographer. 

KANSAS 

Mark  E.  Nusbaum  has  been  named  publish¬ 
er  of  The  Topeka  Capital-Journal.  He 
most  recently  served  as  publisher  of  the 
Lubbock  Avalanche-Joumal  in  Texas. 

KENTUCKY 

Bill  Rice  is  the  new  classified  sales  manag¬ 
er  for  The  News  Enterprise  in  Elizabeth¬ 
town.  Rice  has  worked  for  The  Gleaner 
in  Henderson  as  classified  manager. 

MARYLAND 

Robert  Blau  has  been  named  managing 
editor  of  The  Sun  in  Baltimore.  Blau  most 
recently  was  associate  managing  editor 
for  projects  and  investigations  at  the 
Chicago  Tribune. 


FLORIDA 

Mark  E. 
Russell 

has  been  named 
managing  editor 
of  the  Orlando 
Sentinel.  Russell  most  recently 
served  as  assistant  managing 
editor  for  metro  at  The  Plain 
Dealer  in  Cleveland. 
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i  MASSACHUSETTS 

Linda  Murphy  has  been  promoted  to  man- 
;  I  agpng  editor  of  The  Herald  News  of  Fall 
1 1  River.  Murphy  has  been  a  copy  editor  for 
: !  the  newspaper  since  2001.  Dan  Medeiros 
:  i  has  been  promoted  to  executive  city 
editor,  from  copy  editor, 
i 

Jo-Anne  MacKenzie  has  been  named  editor 
of  the  Sunday  edition  of  The  Eagle-Tri¬ 
bune  of  Lawrence.  MacKenzie  previously 
j  served  as  managing  editor  of  the  Rutland 
(Vt.)  Herald. 

MICHIGAN 

Daniel  Tollefson  as  been  named  publisher 

I  of  the  Sturgis  Journal.  Tollefson  previous- 
j  j  ly  was  circulation  director  of  The 

I I  Daily  Telegram  in  Adrian. 


i  ment  for  The  Wall  Street  Journal.  Barry 
has'NorVedioT  The  New  York  Times, 
where  she  served  as  group  director  for 
i  The  New  York  Times  Magazine,  interna¬ 
tional  and  domestic  fashion  advertising, 
and  more  than  200  special  sections 
from  1997  to  1999. 

I  PENNSYLVANIA 
:  Shelley  Meenan  has  been  named  publisher 
;  of  The  Times  Herald  in  Norristown, 
i  Meenan  most  recently  served  as  advertis¬ 
ing  director  of  the  Daily  Local  News 
in  West  Chester.  Darla  Gaitley  has  been 
named  advertising  director  of  the  Times 


NEW  YORK 

Ray 

McCutcheon 

has  been  named 
VP/advertising 
for  Newsday  in 
Melville.  He  previously  served 
as  senior  VP/advertising  for 
the  Los  Angeles  Times. 


LEARNING.  LEADERSHIP.  RESULTS. 


James  Stephanak  has  been  appointed 
I  publisher  of  the  Kalamazoo  Gazette. 

Stephanak  was  the  general  manager 
i  of  The  Patriot-News  of  Harrisburg,  Pa. 


I 


Al  Frattura  has  been  named  publisher  of 
The  Morning  Sun  in  Mount  Pleasant, 
as  well  as  several  non-daily  publications. 
Frattura  most  recently  served  as  publisher 
of  The  Times  Herald  in  Norristown,  Pa. 

NEBRASKA 

Sonya  Schultz  has  been  promoted  to  adver¬ 
tising  director  of  The  Grand  Island  Inde¬ 
pendent.  She  most  recently  served  as  the 
newspapers  classified  manager. 

NEVADA 

H.  Dean  White  has  been  named  director 
of  marketing/promotion  for  the  Las 
Vegas  Review-Journal  and  Las  Vegas 
Sun.  Previously,  White  was  circulation 
manager  for  both  newspapers.  Before 
that,  he  worked  in  the  circulation 
department  of  the  Chicago  Tribune. 

NEW  JERSEY  i 

Lisa  Fisher  has  been  named  national 
and  major  accounts  manager  for  The 
Trenwnian.  Fisher  has  served  as  group 
advertising  manager  for  Journal  Register 
Newspapers’  InterCounty  Newspaper 
Group  in  Newtown,  Pa. 

NEW  YORK  ! 

Pedro  Rojas  has  been  named  executive 
editor  of  El  Diario  La  Prensa.  Rojas 
most  recently  served  as  deputy  managing 
editor  of  La  Opinion  in  Los  Angeles. 

Judy  Barry  has  been  appointed  vice  presi-  j 
dent  of  marketing  and  business  develop-  i 


Don't  miss  the 
American  Press  Institute's 


Advertising  That 
Grows  Readership 

Jan.  23-26,  2005 
in  Reston,  Virginia 

Advertising  has  been  identified  as  one  of  the  critical  drivers  of  newspaper 
readership.  This  cross-departmental  seminar  will  offer  essential  information  on: 

•The  importance  of  ad  content,  including  targeted  messages, 
humor,  surprises  and  pricing 

•Advertising  strategies  and  layouts  that  boost  readership  AND  revenue 
•  How  creative  ideas  from  competitive  media  can  be  adapted  to  print 
•Ways  to  attract  the  ad  categories  readers  really  want. 

Attendees  will  gain  a  shared  vision  and  a  head  start  on  implementing 
readership  strategies  across  all  areas  of  their  news  organizations. 

BOOK  EARLY  AND  SAVE! 

Tuition  if  paid  by  Nov.  26, 2004:  $1,665 
Tuition  after  Nov.  26;  $1,850 
Hotel/meol  pockoge;  $600 


API 


American 

Press 

Institute 


THE  LEADERSHIP  PLACE 


For  more  information  or  to  register  online,  please  go  to  wwwamericanpressinstitute.org/05/AclGrow 
or  contact  seminar  moderator  Sharen  Kardon  at  843-243-8577  or  smkardon@aol.com. 
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Jack  Tinsley 


69,  Died  Oct.  12 
FORMER  EXECUTIVE  EDITOR. 
FORT  WORTH  (TEXAS)  STAR- 
TEUGRAM 


JACK  Tinsley, 

who  led  the  Fort 
Worth  (Texas) 
Star-Telegram  to  two 
Pulitzer  Prizes  as  execu¬ 
tive  editor  in  the  1980s, 
died  Oct.  12  from  com¬ 
plications  of  surgery 
for  a  ruptured  aortic 
aneurysm. 

Tinsley  started  at 
the  Star-Telegram  in 
1959  as  a  reporter.  Dur¬ 
ing  his  first  five  years 
on  staff,  he  covered  the 
Kennedy  assassination 
in  1963  and  the  1964 
slayings  of  three  civil 
rights  workers  in 
Philadelphia,  Miss. 

In  1965,  Tinsley 


earned  the  National 
Education  Writers 
Association  s  top  honor 
for  a  series  on  academic 
freedom  in  Texas.  In 
1966,  he  was  named 
Sunday  editor. 

Tinsley  helped  usher 
the  Star-Telegram  into 
the  computer  age  as 
assistant  managing 
editor  of  new  technolo¬ 
gy,  and  served  as  execu¬ 
tive  editor  from  1975-86. 
He  retired  in  2000 
as  vice  president  for 
community  affairs. 


Jerry  Colby 


72,  Died  Sept.  20 
FORMER  PUBLISHER,  TIMES- 
STANDARD,  EUREKA.  CALIF. 


JERRY  Colby  is 
remembered  by 
colleagues  as  a 
hands-on  publisher  who 


wasn’t  afraid  to  get  his 
hands  dirty.  Which  is 
not  surprising,  since  he 
started  in  the  newspaper 
business  as  a  paperboy. 

Colby  worked  his 
way  up  the  chain  of 
the  newspaper  business, 
and  served  as  composing 
room  foreman  for  the 
Oxnard  (Calif.)  Press 
Courier.  In  1971  he  was 
named  publisher  of  the 
Times-Standard,  where 
he  remained  until  his 
retirement  in  1992. 

Even  as  an  executive, 
Colby  was  never  eager  to 
remove  the  ink  from  be¬ 
neath  his  fingernails.  He 
once  proudly  repaired  a 
Linotype  machine,  and 
on  another  occasion  re¬ 
paired  the  Times-Stan- 
dard’s  letterpress  as  the 
press  crew  watched. 


Herald.  She  spent  20  years  with  The  Press 
of  Atlantic  City  before  joining  the  Journal 
Register  Co.  in  2003  as  advertising  direc¬ 
tor  of  The  Saratogian  in  New  York. 


Elyse  Salpeter  and  Lori  Altman  have  been 
named  New  York  advertising  managers 
for  USA  Weekend  magazine.  Salpeter 
most  recently  was  a  senior  account  execu¬ 
tive  for  Gannett,  while  Altman  was  previ¬ 
ously  with  Working  Mother  magazine. 


ment.  Jamos  T.  Berry,  Jr.  has  been  promoted 
to  vice  president/financial  planning  and 
analysis  for  tbe  business  division.  Berry 
previously  was  senior  director/financial 
planning  &  analysis.  Dave  Schmall  bas 
been  promoted  to  general  manager  of 
the  Morning  News’  publication  Quick. 
Schmall  previously  was  Quick’s  display 
advertising  director. 


TEXAS 

Cynthia  Carr  has  been  promoted  to  vice 
president/advertising  marketing  for  The 
Dallas  Morning  News.  Carr  most  recently 
served  as  director  of  business  develop- 


Stephen  A.  Beasley  has  been  promoted 
to  publisher  of  the  Lubbock  Avalanche- 
Journal.  Beasley  has  served  as  general 
manager  of  the  Savannah  (Ga.)  Morning 
News  since  2002.  Before  that,  he  was 
advertising  director  for  the  Aman7/o 
(Texas)  Globe-News. 


9  most  experienced  executive 
I  recruiting  firm  in  the  newspaper  industry 

I  ^ore  than  two  decades  successfully  recruiting 
I  superior  corporate  executives,  publishers,  editors, 

■  managers  in  all  departments. 
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Bill  Offill  has  been  promoted  to  executive 
vice  president  of  sales  and  marketing  for 
the  Houston  Chronicle.  Offill  was  vice 
president  of  circulation,  packaging  and 
distribution.  Bob  Parker  has  been  appoint¬ 
ed  director  of  niche  products  and  special 
category  sales.  Parker  was  display  adver¬ 
tising  director  of  The  Courier-Journal  in 
Louisville,  Ky.  Stephen  Weis  is  the  Chroni¬ 
cle’s  new  director  of  online  sales.  Stacey 
Sedbrook  joins  the  staff  as  online  business 
development  director.  Katherine  English 
has  been  promoted  to  director  of  direct 
mail,  database,  and  printing. 


Teresa  Nino  bas  been  named  community 
relations  director  for  tbe  San  Antonio 
Express-News.  Nino  bas  worked  for  tbe 
Office  of  Professional  Relations  for  tbe 
U.S.  Department  of  Health  &  Human 
Services  in  Washington,  D.C. 


VIRGINIA 

Chad  Harrison  has  been  named  group 
publisher  of  five  Womack  Publishing  Co. 
newspapers.  Harrison  joined  Womack 
Publishing  in  2000  as  editor  and  general 
manager  of  the  Altavista  (Va.)  Journal. 


WISCONSIN 

Helen  Jungwirth  has  been  named  president 
and  publisher  of  the  Stevens  Point  Jour¬ 
nal.  Jungwirth  will  continue  in  her  role  as 
president/publisher  of  the  Daily  Tribune 
in  Wisconsin  Rapids. 


Dustin  Block  has  been  promoted  to  city 
editor  of  The  Journal  Times  in  Racine, 
from  assistant  city  editor.  Jeffrey  Wilford 
has  been  been  promoted  to  assistant 
city  editor,  from  courts  reporter/features 
writer.  Heather  Gascoigne  bas  been  pro¬ 
moted  to  assistant  editor  for  news,  from 
copy  editor.  Sirena  Mankins  has  been 
promoted  to  assistant  editor  for  features, 
from  copy  editor/features  coordinator. 


Emily  Bialkowski  bas  been  promoted  to 
editor  of  the  Reedsburg  Times  Press. 
Bialkowski  most  recently  covered  politics 
and  city  government  for  the  newspaper. 


Marlene  Lang  has  been  named  editor  of 
the  Daily  Register  in  Portage.  Lang  most 
recently  was  a  reporter  for  the  newspaper. 


Cindy  Brandt  has  been  appointed  executive 
editor  of  tbe  Herald  Times  Reporter  in 
Manitowoc,  and  the  Lakeshore  Chronicle. 
Brandt  most  recently  served  as  editor 
of  the  Rockford  (Ill.)  Register  Star. 
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EDITORIAL 

IHE  milD  OF  LIBEUir? 


An  Illinois  Supreme  Court  justice  is  suing  the  ‘Kane 
County  Chronicle’  and  what’s  at  stake  is  chilling 


Chicago’s  suburbs  are  a  kind 
of  living  road  map  of  Constitu¬ 
tional  disputes.  Drive  northwest 
out  of  the  city,  for  instance, 
and  you’re  soon  in  Skokie  —  scene  of  the 
passionate  First  Amendment  controversy 
over  whether  American  Nazis  could  parade 
in  the  hometown  of  many  Holocaust 
survivors.  Turn  west  and  you’re  in  Morton 
Grove,  where  a  municipal  ordinance 
banning  handgun  possession  inflamed 
debates  over  the  Second  Amendment. 

Now,  in  the  far  western  suburb  of 
Geneva,  the  Kane  County 
Chronicle  is  fighting  a  battle  JuSticC 
with  potentially  chilling 
Constitutional  conse-  T  1101113 

quences  for  newspapers 
even  beyond  the  Land  ,  , 

of  Lincoln.  Ill  3  p3] 

If  only  tecause  of  the  sC3thill 

plamtin,  the  case  of  Robert 
R.  Thomas  v.  Bill  Page,  et  al.  p3per ( 

should  be  attracting  more 
press  attention.  Robert  R.  Thomas  is  a 
sitting  justice  of  the  Supreme  Court  of  Illi¬ 
nois.  But  he’s  better  known  as  Bob  Thomas, 
a  former  Chicago  Bears  pro  who  came  to 
fame  kicking  the  last-minute  field  goal 
that  gave  Notre  Dame  the  1973  national 
chFimpionship  over  Alabama. 

The  justice  is  suing  Chronicle  columnist 
Bill  Page,  Managing  Editor  Greg  Rivara 
and  the  paper’s  parent  division  inside 
family-owned  Shaw  Newspapers.  Thomas 
says  he  was  defamed  and  portrayed  in  a 
false  light  in  two  of  Page’s  columns  last  year. 
Supreme  Court  justices  run  for  their  posi¬ 
tions  in  Illinois,  and  the  columns  essentially 
asserted  that  Thomas  acted  like  a  politician 
when  judging  an  ethics  case  brought 
against  Kane  County  Attorney  General  Meg 


Justice  Robert 
Thom3s  cl3ims 
he  W3S  defamed 
in  3  p3ir  of 
sc3thing  news- 
p3per  columns. 


Gorecki.  One  column  said  Thomas  had  it 
out  for  Gorecki  for  political  reasons  and 
should  have  recused  himself.  The  other  sug¬ 
gested  the  justice  horse-traded  a  lighter 
punishment  “in  return  for  some  high-pro¬ 
file  Gorecki  supporters  endorsing” 
a  political  ally  for  a  judgeship. 

Rough  stuff,  sure.  But  those  columns  are 
also  exactly  the  kind  of  two-fisted  and  vig¬ 
orous  political  discourse  that  the  Founding 
Fathers  sought  to  protect  when  they  drafted 
the  First  Amendment.  As  the  Chronicle's  at¬ 
torney  Steven  L.  Baron  notes,  U.S.  Supreme 
Court  justices  certainly 
Robert  heard  far  harsher  criticism 

I  ,  about  their 

C13imS  alleged  political  biases 

ef3med  when  they  assured 

President  Bush’s  election 
Ol  in  their  Bush-vs.-Gore 

neWS”  decision.  Adopting  the 

doctrine  that  second- 

iumnS.  guessing  a  judge  amounts 

to  libel  per  se  would 
inhibit  freewheeling  debate  about  an 
entire  branch  of  the  government. 

Thomas’  lawsuit  contains  another  slick 
snare  for  journalists.  The  Chicago  Bear- 
tumed-top  justice  is  indisputably  a  public 
figure,  so  the  lawsuit  attempts  to  satisfy  the 
“actual  malice”  standard  by  claiming  that 
when  Page  shrugged  off  the  complaints 
about  the  column  from  the  Supreme 
Court’s  oflRcial  spokesman  —  in  other 
words,  when  he  acted  like  any  other 
reporter  getting  an  earful  from  a  flack  — 
he  demonstrated  a  “reckless  disregard 
of  the  truth.” 

With  his  low-and-wide  legal  arguments, 
Thomas’  aim  ain’t  true  —  and  now  the 
Illinois  courts  should  kick  this  suit  into 
the  coffin  comer. 
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PRESSING  ISSUES 


The  Partisan 


From  Sing  Sing  to  the  Jungleland  of  electoral  politics, 
Bruce  Springsteen  has  always  favored  ‘Them  Changes’ 


Thirty-two  years  ago,  when  I  spent  time  in  Sing 
Sing  Prison  with  Bruce  Springsteen,  just  about  the  last 
thing  I  expected  was  that  Bruce  would  one  day  become 
a  famous  political  activist  and  media  critic.  Then  again, 
I  couldn’t  imagine  antiwar  vet  John  Keriy  running 
against  a  son  of  George  H.W.  Bush  for  president,  either. 

Springsteen  has  been  a  true  force  in  the  press  lately:  penning  Op- 
Ed  pieces,  critiquing  the  media  in  Rolling  Stone,  revealing  that  he 
gets  “sustenance”  from  Paul  Krugman  and  Maureen  Dowd,  and 
leading  a  concert  tour  that  sparked  controversy  in  newsrooms  when 

editors  asked  staffers  to  stay  away  from  that  Springsteen  feels  Mo  Dowd  and 

these  partisan  fhnd-raisers.  That  didn’t  Krugman  are  the  truth  tellers,  we  really  un¬ 
stop  the  same  newspapers  from  covering  derstand  where  Bruce’s  truths  come  from.” 

the  shows  when  Bruce  came  to  town.  But  Karen  Becker  had  a  solution:  “Spring- 

Maybe  Bruce  should  be  invited  to  the  , 
next  ASNE  and  NAA  national  conventions, 


even  if  he  doesn’t  offer  to  play  “The  Star- 
Spangled  Banner,”  as  he  did  while  stump¬ 
ing  for  Kerry  in  October. 

Naturally,  all  of  this  activity  has  made 
Springsteen  a  target  for  those  who  have 
long  disliked  him,  and  even  for  some  of  his 
fans  who  wish  he’d  just  shut  up  and  strum. 
Last  month,  when  we  ran  a  piece  on  E^P 
Online  quoting  from  his  comments  about 
the  press  in  Rolling  Stone,  we  got  a  rousing 
e-mail  response. 

Scott  W.  Smith  wrote:  “A  freaking  rock 
‘n’  roller  with  a  political  bent:  the  two  are 
fire  and  water.  Tell  Springsteen  to  stuff  his 
political  opinions  up  his  snare  drum.” 

Wayne  Schei  asked:  “Who  on  earth  made 
Springsteen  an  expert  on  the  media?  He’s  a 
musician,  for  crying  out  loud.  I  know  a  lot 
of  them,  and  while  very  talented  at  what 
they  do,  they  don’t  have  time  for  much 
other  than  their  music  and  recreation.” 

Frank  Brown  added:  “Now  that  we  know 


What  happens  when 
a  famous  musician 
turns  activist  and 
press  critic:  “You  can 
look,  but  you  better 
not  touch.” 


Steen  says  the  press  has  let  the  country 
down?  He  needs  to  be  informed ...  he 
needs  to  watch  Fox  News.  Fox  Rox!” 

And  this  from  Allen  O’Donnell:  “Do  tell 
the  fellow  with  the  guitar  that  HE  is  letting 
the  nation  down.  Some  call  him  the  Boss  — 
not  unlike  Bossie  the  Cow,  I  suppose.” 

When  I  met  the  fellow  with  the  guitar 
almost  32  years  ago,  he  wasn’t  anyone’s 
boss,  except  to  members  of  the  just-assem¬ 
bled  E  Street  Band.  Springsteen  had 
recorded  but  not  released  his  first  album. 
Greetings fromAshury  Park,  and  his 
manager  Mike  Appel  (who  he  later  sued) 


had  a  bright  idea  for  provoking  some 
early  publicity:  invite  a  few  New  York  City 
writers  to  catch  the  band’s  debut,  a  gig  at 
Sing  Sing  Prison  up  in  Ossining,  N.Y.  Talk 
about  a  captive  audience! 

Never  having  stepped  inside  a  prison, 
and  aware  that  Bruce  was  being  billed  as 
the  latest  “new  Dylan,”  I  readily  accepted. 

So  did  my  magazine  colleague  Peter  Kno- 
bler.  We  were  the  only  suckers  who  did. 

The  following  morning,  we  met  Bruce 
and  band  in  the  back  of  van  near  the  West 
Side  Highway,  and  trucked  on  up  to  the 
penitentiary.  It  was  Dec.  7, 1972.  Bruce 
went  over  well  with  the  convicts  once  he 
dropped  the  folk-rock  and  played  R&B 
covers,  such  as  Buddy  Miles’  immortal 
“Them  Changes,”  with  Clarence  Clemons 
out  front  (for  protection). 

At  the  close,  Bruce  offered  one  of  the 
funniest  lines  I’ve  ever  heard  from  the 
stage,  addressing  the  inmates  like  it  was  the 
end  of  a  high  school  assembly.  “When  this 
is  over,”  Bruce  said,  “you  can  all  go  home.” 

That  night,  Bruce  emd  the  guys  played  a 
proper  set  at  Kenny’s  Castaways  in  New 
York.  About  a  dozen  curiosity-seekers 
showed  up.  Peter  smd  I  finally  got  to  hear 
Bruce’s  original  material.  A  few  days  later 
we  wrote  the  first-ever  article  about  the 
singer  for  a  national  publication.  It  was  a 
ridiculous  6,000  words  long,  with  the  cover 
line:  “Who  is  Bruce  Springsteen,  and  Why 
Are  We  Saying  These  Wonderful  Things 
About  Him?” 

For  years,  I  remained  friends  with  Bruce 
,  and  never  heard  a  “politi- 

I  when  cal”  word  out  of  him.  The 
cIrII  of  him  becoming  an 

,  activist  was  laughable.  But 

LllQ  for  youngsters  who  think 

hu  CRIl  turning  political 

now:  The  truth  is,  he  start- 
letter  ed  sliding  to  the  left  in 

1979  with  the  “No  Nukes” 
concert.  Throughout  the 
1980s  he  performed  countless  benefits 
for  Vietnam  vets,  food  banks,  and  other 
working-class  causes. 

By  then,  we  had  drifted  apart,  but  we 
met  again  backstage  during  his  politicized 
“Tom  Joad”  tour  in  1996.  He  still  seemed 
like  the  old  Bruce,  just  with  a  bigger  heart, 
and  wallet.  So  there’s  only  one  thing  new 
about  this  year’s  cash-and-Kerry  tour: 

Bruce  is  now  running  on  the  backstreets 
of  electoral  politics.  11 

Greg  Mitchell  is  editor  ofE&P  and former 
senior  editor  of  the  legendary  Crawdaddy. 
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When  child  protection  services  break  down, 
the  consequences  can  be  fatal.  In  North 
Carolina,  where  119  children  died  from 
abuse  or  neglect  in  just  five  years,  something 
had  to  be  done.  An  investigation  by  The 
Charlotte  Observer  finally  forced  the  state 
to  take  action. 

Children  aren't  supposed  to  die.  But  in  North 
Carolina,  1 1 9  kids  —  many  of  them 
defenseless  infants  or  toddlers  —  had  become 
victims  of  suspected  abuse  and  neglect.  Their 
deaths  could  have  been  prevented,  but  an 
underfunded  state  agency  and  overburdened 
social  workers  just  couldn't  keep  up  with 
burgeoning  caseloads. 

Alarmed  that  the  state  was  not  taking  action, 
journalists  at  The  Charlotte  Observer  went  to 
work.  They  researched  the  circumstances  of 
nearly  100  children's  deaths  in  that  five-year 
period,  interviewing  families,  social  workers 
and  state  officials. 

The  Observer's  five-part  investigative  series, 
"Children  Who  Didn't  Have  To  Die," 
pieced  together  a  detailed  picture  of  a  system 
that  was  clearly  failing  its  mission  to  protect 
children. 

As  a  result  of  The  Observer's  efforts.  North 
Carolina  budgeted  funds  that  will  allow  for 
more  social  workers,  smaller  caseloads,  better 
computers  and  broader  access  to  criminal 
records.  And  journalists  at  The  Observer 
showed  once  again  what  an  important  role 
Knight  Ridder  newspapers  play  in  the 
communities  they  serve. 
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ETHICS  CORNER 


Behind  the  scenes 


The  '60  Minutes’  scandal  revealed  the  power  of  producers,  but 
newspaper  TV  writers  usually  only  cover  the  on-air  talent 


Mary  Mapes  is  a  force  behind  the  faces  at 
the  Wednesday  edition  of  60  Minutes.  She 
spends  weeks  and  months  digging  up  dirt, 
interviewing  sources,  and  writing  scripts  that 
Dan  Rather  and  other  CBS  correspondents  use 
to  present  their  stories.  She  and  the  other  25  producers  on 
the  Sunday  and  Wednesday  60  Minutes  programs  are  silent, 
invisible  players  in  the  newsgathering  process. 

Their  names  appear  on  the  television  screen  when  a  correspon¬ 
dent  introduces  a  story,  but  only  a  minuscule  number  of  viewers 


know  that  the  producers  are  the  brains 
behind  each  episode. 

In  television  parlance,  the  network 
anchors,  even  though  they  sport  fancy  titles 
like  “managing  editor,”  are  called  “The 
Talent,”  as  in  Robert  Bedford  or  Dustin 
Hofirnan.  The  CBS  Web  site’s  list  of  27 
major  journalism  awards  credits  the 
correspondents  and  excludes  the  news 
producers  mainly  responsible  for  the  work. 

Which  is  the  way  CBS  wants  to  promote 
its  news  product,  aided  and  abetted  by 
newspaper  and  magazine  television  critics 
who  have  neither  the  time  nor  the  will  to 
analyze  the  behind-the-scenes  legwork  of 
the  producers.  “It’s  time  to  end  the  myth 
that  one  person  does  all  the  work,”  said 
Diane  Holloway,  a  television  critic  for  the 
Austin  American-Statesman.  “The  people 
who  know  TV  know  what  the  producers  do. 
The  masses  do  not.” 

Rick  Kushman,  television  critic  for  The 
Sacramento  Bee,  agreed.  “We  know  the  bulk 
of  the  reporting  is  done  by  the  producers, 
but  we  don’t  write  about  them.  The  net¬ 
works  don’t  want  us  to.  They’re  selling  their 
stars.  The  public  only  finds  out  about  the 


producers  when  something  is  screwed  up.’ 

That’s  what  happened  in  September 
when  the  documents  Dan  Rather  used  to 
criticize  President  Bush’s  National  Guard 


record  turned  out  to  be  bogus.  Rather  apol¬ 
ogized  for  his  “mistake  in  judgment”  and 
CBS  publicists  informed  the  media  that 
the  scandal  was  mostly  Mary  Mapes’  fault. 

Mapes  deserves  to  be  disciplined.  She 
breached  journalism  ethics  when  she 
telephoned  Joe  Lockhart,  an  adviser  to 
Sen.  John  Keny,  and  allegedly  arranged 
for  him  to  speak  to  the  source  who  gave  her 
the  documents.  But  last  spring,  CBS  mostly 
hid  Mapes’  role  in  acquiring  the  still  photos 
of  American  troop  abuses  of  Iraqi  prisoners 
at  the  Abu  Ghraib  prison  and  credited 


Rather  with  the  exclusive.  Mapes’  support-  1 1 
ers  reminded  newspaper  columnists  about  !  i 
that  when  CBS  executives  indicated  she’d  ' ! 
be  sacrificed  to  save  Father’s  reputation.  j ! 

Dusty  Saunders,  a  broadcasting  critic  i 

for  the  Rocky  Mountain  News  in  Denver, 

!  understands  why  Mapes  might  need  to  roll  | 
out  her  resume.  “You  never  hear  about  a  1 1 
producer  when  the  news  broadcast  is  a  i 

:  success,”  Saunders  said. 

There  are  good  reasons  for  that.  Televi¬ 
sion  advertisers  tend  to  rethink  their  buys 
when  a  network  news  show  is  seen  to  be 
losing  its  credibility.  That’s  why  CBS  might 
be  willing  to  forgive  Rather  for  an  earlier 
political  indiscretion  while  it  considers  how 
to  punish  Mapes  for  sharing  her  National 
Guard  source  with  the  Kerry  campaign.  I 

The  best  example  of  that  double  stan-  j 

dard  occurred  on  March  11,  2001,  when  1 1 
Rather  was  a  featured  guest  at  a  Democra-  i  j 
tic  Party  dinner  in  Austin,  Texas.  After-  i  i 
ward.  Rather  said  he  didn’t  realize  that  the  j ! 
event,  which  raised  $20,000  for  the  Travis  | ! 

County  Democratic  Party,  was  really  a  |  j 

fund-raiser.  “I  made  an  embarrassing  and  !  i 
regrettable  error  in  judgment  by  going  to  j  j 
the  event,”  he  said.  “It  was  a  serious  mis-  i  | 

take,  which  I  acknowledge.  No  one  believes 
more  strongly  in  CBS  standards  than  I  do,  ; 
and  I  have  let  those  standards  down.”  j 

That  drew  Texas-sized  chuckles  at  the  I  j 
Xxmeheciiwse  the  Austin  American-States-  I 
I  man  was  reporting  that  Robin  Rather,  j 

the  anchorman’s  daughter  emd  a  host  of 
the  affair,  was  considering  a  run  for  mayor,  : 
something  her  father  would  know.  1 1 

That  incident  and  the 
National  Guard  document  I ! 

fiasco  have  made  some  i  j 

editorial  boards  unwilling  1 

to  let  CBS  use  Mapes  as  I  j 

a  scapegoat.  “If  CBS  is  | 

to  salvage  its  credibility,  | 

Rather  must  go,”  said  ! 

The  Philadelphia  Inquirer. 
“Whether  or  not  his  pro-  ! 
ducer  did  most  of  the  prep  work  for  this  j 

report.  Rather  put  his  weighty  seal  of  i 

approval  on  the  story.”  i  1 

Now  conservatives  are  alleging  that  one  j 

ofthe  smoking  guns  of  Rather’s  Democrat-  j 

ic  leanings  is  the  fact  that  his  daughter  has  ! 
contributed  $1,500  to  Kerry’s  campaign.  l 

One  can  always  hope  that  the  Rather-  | 
i  Mapes  mess  would  encourage  television  i 
newspaper  critics  to  probe  the  innards  ' 

of  broadcast  news.  Perhaps  then  readers  I  i 
'  would  better  understand  the  newsgather-  i  i 
!  ing  process  the  networks  keep  hidden.  11  '  i 


One  newspaper  TV 
critic  said,  “We  know 
the  bulk  of  the  report¬ 
ing  is  done  by  the  pro¬ 
ducers,  but  we  don’t 
write  about  them.” 


24  EDITOR& PUBLISHER  NOVEMBER  2004 


www.edltorandpubllsher.com 


coverinsLtl 


We  have  the  ideal  running  mate  for  your  election  coverage 


Harris  &  Baseviews  Elections  Web  module  that  takes  care  of  all  tlie 
standard  chores  during  an  election  year. 


The 


You  get  Web  coverage  that  the  candidates  them¬ 
selves  contribute  to,  a  site  that  provides  infor¬ 
mation  for  your  readers  AND  your  staff,  and 
effortless  exporting  to  print. 


These  aren’t  just  empty  campaign  promises!  We  deliver. 
Our  hosted  modules  feature  your  branding  and 
your  advertising  with  none  of  the  hardware  and 
software  hassles  associated  with  Web  publishing. 


Elections  module  is  a  breeze  to  use,”  said  Anthony  Oliver  of  the 
Northwest  Herald  in  Crystal  Lake,  Ill.  ‘Tou’ve  got  a 
database  of  information  on  candidates,  vote  totals 
and  other  infonnation  on  pertinent  races  that  is 
alwavs  useful  in  the  newsroom.” 


Harria^Basaview' 

TMI  MCOIA«^^raSLI»HINa  DIVISION  A 


lorida  Campus  321.242.5000  •  Michigan  Campus  734.662.5800 


Yes,  the  Elections  module  keeps  its  campaign  promises, 
through  to  Election  Night,  when  you  can  be  the  first  site 
to  publish  tallies,  and  even  post-election,  for  all  those 
__  follow-up  stories  and  beyond. 


Visit  www.harrisbaseview.com  for  more  information. 
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ENDORSING  BUSH;  From  top,  Tulsa  (Okla.)  World-, 
Amarillo  (Texas)  Globe-News-,  The  Sun,  Lowell,  Mass. 
The  Pueblo  (Colo.)  Chieftain;  The  Columbian, 
Vancouver,  Wash.;  Las  Vegas  Review-Journal; 

L  and  the  Mobile  (Ala.)  Register 


W  President  desems 

¥  term  to  complete  his  g( 

^  surf  ^  But  tb*- « 

Bush  deserves 
second  term 

Issues  prove  president  best  choice 

ENDORSEMEHT 


BY  JOE  STRUPP 

The  editorial  board  of  The  Atlanta 
Journal-Constitution  gathered  in  the 
paper’s  fifth-floor  conference  room  on 
Sept.  28  like  they  do  every  morning.  Only 
this  time,  their  task  would  likely  get  more 
attention  than  most.  That’s  because  the  six-person 
group  had  come  together  to  decide  who  the  paper 
would  support  for  president.  Between  sips  of  coffee 
around  a  long  meeting  table  and  glances  outside  the 
corner  office  window  overlooking  Marietta  Street, 
the  group  spent  45  minutes  debating  the  merits,  and 


Editorial 


for 


^  demerits,  of  John  Kerry  and  George  W.  Bush. 

h-  Assembled  inside  the  room,  which  is  decorated  with 
award-winning  editorial  pages  and  maps  of  the  world 

A  George  W.  Bush 

^  ^  MER.C^NS^VHOVo.ero^p. 

}v^f()rresuTgmtAnwnfic^^^ 

Edftoriafs 

\  <  i  :  reason  to 

:  K  re-elect 
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KERKY:  LUKE  9KAZZA/Arf(G\ 


In  Kerry’s  corner:  The  Atlanta  Journal-Constitution  editorial  board  went  for  Sen.  John  Kerry  after  a  split 
vote  among  its  board  members.  Seated  are,  from  left,  Jay  Bookman,  Cynthia  Tucker,  and  Lyle  Harris. 
Behind  them,  Maureen  Downey  and  David  McNaughton.  Board  member  Jim  Wooten  is  not  pictured. 


discussion.  “He  became  the  issue.” 

Each  attendee  then  made  a  pitch, 
with  more  backing  Kerry,  but  nearly 
all  finding  some  fault  with  him. 

To  understand  the  Journal-Consti¬ 
tution  editorial  board,  it’s  important 
to  trace  its  recent  history.  Prior  to  the 
merger  of  the  Atlanta  Journal  and 
Atlanta  Constitution  on  Nov.  5,  2001, 
the  city  had  two  strong,  opposing  edi¬ 
torial  voices.  The  evening  Journal 
provided  a  stark  conservative  view¬ 
point,  while  the  morning  Constitu¬ 
tion  often  championed  liberal  causes. 

Even  when  the  papers  merged,  reader 
demand  for  two  rival  viewpoints 
caused  the  paper  to  keep  three  Jour¬ 
nal  editorial  board  members  on  at 
the  new  Journal-Constitution. 

Today,  only  one  of  those  three, 

Wooten,  a  former  JoumaZ  editorial 
page  editor,  remains.  As  expected, 
he  sounded  a  loud  pro-Bush  opinion 
during  the  endorsement  meeting. 

“I  made  an  incredibly  compelling 
argument  about  why  we  should 
endorse  Bush,  then  someone  turned 
on  the  steamroller,”  Wooten  says. 

A  follow-up  vote  confirmed  the  board’s  first 
tally:  Kerry  would  get  the  endorsement. 

“If  you  have  followed  our  editorials  over 
four  years,  you  wouldn’t  be  surprised,” 
Tbcker  explains.  “We  disagreed  with  the 
president  on  tax  cuts,  on  affirmative  action, 
stem  cells,  [school]  vouchers,  and  same-sex 
marriage.  And  we  vehemently  disagreed 
with  him  on  Iraq.” 

Then  came  the  decision  about  what  the 
paper  would  say,  and  who  would  write  it. 
“We  try  to  come  to  a  consensus  and  reffect 
the  misgivings  of  those  who  oppose  it  in  the 
writing  of  the  editorial,”  explains  Bookman, 
who  authored  the  endorsement.  “If  it  is  4-3, 
that  is  different  than  7-0.”  The  endorsement 
appeared  on  Oct.  10  and  offered  a  sharp  at¬ 
tack  on  the  president’s  record. 

Looking  back  at  the  entire  process. 
Tucker  comments:  “It  is  useful  because  it 
forces  us  to  restate  our  values.  We  want  to 
help  voters  think  and  make  thoughtful 
decisions.” 

The  protocol  and  process  in  Atlanta 
mix  typical  and  uncommon  elements.  After 
all,  the  different  ways  newspapers  come  up 
with  endorsements  —  or  choose  not  to  — 
are  as  varied  as  the  newspapers  themselves, 
E^P  found  in  several  weeks  of  interviews 
early  this  fall. 

From  The  Hawk  Eye  of  Burlington, 

Iowa,  where  editor  and  publisher  Steve  De¬ 
laney  decides  on  his  own,  to  The  Philadel¬ 
phia  Inquirer,  where  a  19-person  editorial 


board  batted  around  the  issue  before  voting 
18-1  for  Kerry,  approaches  to  reaching  this 
quadrennial  decision  run  the  gamut. 

For  some  papers,  such  as  the  Journal- 
Constitution,  the  process  comes  down  to  a 
strict  editorial-board  vote  with  no  interfer¬ 
ence  from  the  publisher.  At  many  others, 
like  Newsday  of  Melville,  N.Y.,  editorial 
board  members  discuss  the  candidates  in¬ 
formally  without  a  vote  and  make  a  consen¬ 
sus  choice  which  the  publisher  can  overrule. 

But  long  discussions  are  not  necessarily 
required.  At  the  New  Haven  (Conn.)  Regis¬ 
ter,  two  editors  and  the  publisher  decided 
who  to  endorse  after  “a  brief  discussion 
lasting  about  five  minutes.”  And  at  least 
one  daily,  the  Chattanooga  (Tenn.)  Times 
Free  Press,  which  has  two  separate  editorial 
pages  left  over  from  its  1999  merger,  is 
endorsing  both  Bush  and  Kerry. 

Pulling  back  the  curtain 

At  most  newspapers,  the  editorial  board 
reviews  and  recommends,  but  the  publisher 
has  final  say.  However,  most  of  those  who 
spoke  with  E^P  stressed  that  few  publish¬ 
ers  had  overturned  a  board  consensus.  In  a 
few  cases,  editors  follow  the  directive  of  dis¬ 
tant  corporate  parents. 

Then  there  are  papers  that  endorse  only 
in  certain  races,  while  others  don’t  endorse 
at  all.  “It  would  be  much  easier  to  just  say 
‘never  mind’,”  admits  Hicker,  whose  Jour¬ 
nal-Constitution  is  offering  endorsements 


in  more  than  75  races  across  five  counties 
in  addition  to  the  presidential  contest. 

“But  that  is  the  easy  way  out.” 

But  do  endorsements  carry  much  weight 
anymore?  Nearly  all  of  the  editors  inter¬ 
viewed  by  E&P  agree  that  their  opinions  on 
who  should  be  in  the  White  House  have  a 
relatively  low  impact  on  voters.  Most  say, 
however,  that  their  choices  in  lower-level 
campaigns  mean  more  to  readers,  who  have 
little  time  or  interest  to  dig  up  information 
on  candidates  for  county  commission  or 
school  board. 

“They  mean  very  little  in  the  presidential 
election,”  says  John  Temple,  editor  and  pub¬ 
lisher  of  the  Denver  Rocky  Mountain  News, 
which  endorsed  Bush.  “We  know  we  can  be 
very  influential  in  other  races.”  The  paper 
requires  local  candidates  seeking  endorse¬ 
ments  to  meet  with  the  five-person  editorial 
board. 

An  E&P  poll  of  more  than  2,200  news-  g 
paper  readers  in  2000  found  that  only  4%  » 

claimed  they  were  strongly  affected  by  a  3 

newspaper’s  presidential  endorsement,  | 

while  two  to  three  times  as  many  admitted  ^ 
being  influenced  by  endorsements  in  state  | 
and  local  races.  j 

A  different  poll  that  same  year  of  nearly  g 
200  newspaper  editors  and  publishers  indi-  f 
cated  four  out  of  five  considered  endorsing  | 
candidates  to  be  “an  important  responsibili-  | 
ty,”  while  40%  believed  endorsements  lead  3 
to  “superior  candidates  being  elected.”  i 


28  EDITOR  &  PUBLISHER  NOVEMBER  2004 


www.editorandpublisher.corn 


This  year’s  election  produced  significant 
changes  in  endorsement  trends  on  a  local 
and  national  scale,  both  in  when  picks  are 
made  and  the  impact  they  may  have. 

Because  a  number  of  states  now  allow 
voters  to  start  casting  ballots  well  before 
election  day,  many  newspapers  got  en¬ 
dorsements  out  much  earlier.  Oregon, 
for  example,  has  gone  to  an  all-mail  ballot, 
which  some  people  received  on  Oct.  12. 
Other  papers  moved  up  their  choices  for 
president  because  their  state  was  in  the 
“battleground”  category,  and  they  wanted 
to  have  a  little  more  impact  on  the  electoral 
outcome. 

“Washington  State  was  considered  an 
in-play  state,”  recalls  James  F.  Vesely, 
editorial  page  editor  of  The  Seattle  Times, 
which  endorsed  Kerry  on  Aug.  27.  “Once 
we  decided,  we  did  not  want  to  wait.”  The 
Philadelphia  Daily  News  endorsed  Kerry 
back  in  June. 

But  there’s  a  risk  in  seeming  too  proac¬ 
tive.  Those  who  allege  bias  in  political 
reporting  are  now  more  apt  to  use  an 
endorsement  as  proof  of  unfair  coverage, 
even  though  editorial  and  news  depart¬ 
ments  stand  apart.  “We  put  the  credibility 
of  this  paper  on  the  line”  with  all  endorse¬ 
ments,  says  Brent  Larkin,  editorial  page 
editor  of  The  Plain  Dealer  in  Cleveland. 


editor  since  June,  says  the 
paper  decided  to  keep  its 
tradition  going  because  it 
has  worked  well  and  he 
does  not  believe  “someone 
is  going  to  let  the  L.A. 

Times  decide  for  them 
who  they  are  going  to 
vote  for.” 

Then  there’s  the  Wall 
Street  Journal,  whose 
high  circulation  and  pas¬ 
sionately  conservative  edi¬ 
torial  views  give  it  enough 
weight  to  influence  an 
election  with  or  without  an  endorsement. 
“We  prefer  to  comment  on  issues  and  poli¬ 
cies  and  events,”  says  Paul  Gigot,  the  Jour- 
naT s  editorial  page  editor.  “Anybody  who 
reads  our  page  is  going  to  know  that  we 
prefer  Bush’s  foreign  policy  over  Kerry’s. 

I  don’t  know  if  our  endorsement  would 
make  much  difference.” 

That  leaves  the  New  York  Times  and  the 
Washington  Post.  Neither  paper’s  editorial 
page  editor  would  reveal  too  much  about 
their  paper’s  process  for  backing  a  candi¬ 
date,  but  each  appears  to  put  serious  effort 
into  the  decision. 

At  the  Times,  which  has  endorsed  24 
Democrats  and  12  Republicans  for  presi¬ 
dent  since  1852  —  and  backed  Kerry  this 
year  —  a  GOP  presidential  candidate  has 
not  gotten  its  support  since  Dwight  Eisen¬ 
hower  in  1956.  Still,  the  paper  seeks  to  in¬ 
terview  both  candidates  for  the  top  office 


describes  the  process  as 
reaching  a  consensus. 

“When  it  comes  to 
president,  I  think  our 
readers  know  who  they 
are  going  to  vote  for,  but 
the  endorsement  adds 
to  the  national  conversa¬ 
tion,”  says  Collins.  Pub¬ 
lisher  Arthur  O.  Sulzberger  Jr.,  who  does 
not  sit  in  on  the  discussion,  has  the  final 
say  on  endorsements.  However,  “he  is  not 
the  kind  of  guy  who  tends  to  interfere,” 
Collins  observes.  “He  is  very  respectful 
of  the  opinions  of  the  board.” 

As  for  the  Post,  Editorial  Page  Editor 
Fred  Hiatt  is  reluctant  to  reveal  much 
about  the  paper’s  endorsement  process, 
which  includes  a  recommendation  from 
the  eight-person  editorial  board  and  final 
approval  from  Post  Chairman/CEO  Don¬ 
ald  E.  Graham.  “A  formal  vote  is  not  our 
style,  we  talk  and  come  to  a  consensus,” 
Hiatt  tells  E^P.  “We  try  to  make  the  best 
judgment  as  to  who  is  best  for  the  job,  and 
we  try  best  to  explain  that  to  readers.” 

The  Post  has  withheld  an  endorsement 
for  president  at  least  once,  in  1988,  when 
it  chose  to  support  neither  George  H.W. 
Bush  nor  Michael  Dukakis.  “We  are  often 


Publisher  Steve  Delaney  of  The 
Hawk  Eye  in  Burlington,  Iowa,  acts 
alone  on  presidential  endorsements 


Most  big  guns  don’t  endorse 

Oddly,  only  two  of  the  five  largest  papers 
in  the  country  offer  presidential  endorse¬ 
ments.  Of  those  big  guns  —  USA  Today, 
The  New  York  Times,  Los  Angeles  Times, 
The  Wall  Street  Journal,  and  The  Washing¬ 
ton  Post  —only  the  Post  and  the  New  York 
Times  normally  make  presidential  picks. 

“The  original  feeling  was  that  people 
could  make  up  their  own  minds,”  says 
USA  Today  editorial  page  editor  Brian 
Gallagher,  adding  that  the  no-endorse- 
ment  policy  dates  back  to  founder  A1 
Neuharth’s  doctrine  when  the  paper 
launched  in  1982.  “As  soon  as  you  endorse, 
you  are  identifying  yourself  as  a  Democrat¬ 
ic  newspaper  or  Republican  newspaper.” 
The  policy  goes  along  with  USA  Todays 
steady  practice  of  offering  opposing  view¬ 
points  from  guest  editorialists. 

At  the  Los  Angeles  Times,  which  consid¬ 
ered  bringing  back  presidential  endorse¬ 
ments  this  year  after  a  32-year  hiatus 
following  its  1972  backing  of  Richard  M. 
Nixon,  the  paper  ultimately  chose  to  con¬ 
tinue  offering  a  “no  comment”  on  that 
choice.  The  practice  began  as  a  way  of 
steering  the  paper  away  from  predictably 
picking  conservatives.  Michael  Kinsley, 
who  has  served  as  editorial  and  opinion 


The  Philadelphia  Daily  News  editorial  board  saw  no  reason  to  wait  and  voted  to  endorse  John  Kerry 
in  June.  Board  members  (clockwise  from  left)  include  Elmer  Smith,  Michael  Schefer,  Frank  Burgos, 
Sandra  Shea  and  Signe  Wilkinson.  Board  members  Al  Hunter  and  Carol  Towarnick  are  not  pictured. 
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since  the  company  began  [in  1928].  If  it 
ain’t  broke,  don’t  fix  it.”  The  paper  endorsed 
Bush  on  Oct.  17- 

An  Oregon  conclusion 

Still,  for  a  majority  of  newspapers,  the 
preferred  approach  for  endorsements  seems 
to  be  getting  a  broad  view  from  a  small 
group,  but  in  a  variety  of  ways  depending  on 
the  race.  At  The  Oregonian  in  Portland,  for 
example.  Editorial  Page  Editor  Bob  Caldwell 
meets  with  Publisher  Fred  Shekel,  Editor 
Sandra  Mims  Rowe,  and  six  editorial  writ¬ 
ers.  All  nine  confer  on  the  major  endorse¬ 
ments  for  president,  senator,  and  governor, 
but  smaller  races  and  ballot  measures  are 


Congressional  candidate  John  McDermott  (back  to  camera)  makes  his  case  before  Philadelphia  Inquirer  editorial 
board  members  (left  to  right)  Henry  Bryan,  Cindy  Henry,  Harold  Jackson,  Chris  Satullo,  and  Carolyn  Davis.  Like 
those  at  most  papers,  the  19-person  Inquirer  board  splits  its  duties  interviewing  candidates  in  lower-level  races. 

reviewed  by  a  single  editorial  writer  wbo 
interviews  the  candidates  alone  and  then 
reports  back  with  a  recommendation. 

“Then  a  discussion  is  held  on  the  recom¬ 
mendation  of  that  writer,  with  other  editori¬ 
al  board  members  expressing  their  views 
and  their  reasoning,”  Michael  Arrieta- 
Walden,  public  editor  at  the  paper,  wrote 
in  a  Sept.  12  column.  “No  official  vote  by 
the  board  is  tallied,  although  it’s  clear  where 
people  stand.”  If  a  final  decision  is  required, 
Caldwell,  not  publisher  Stickel,  makes  it. 
Caldwell,  in  fact,  broke  a  tie  in  2000  that 
led  to  the  endorsement  of  Bush. 

This  year,  Caldwell  and  Stickel  were 
at  odds  over  the  endorsement,  Arrieta- 
Walden  wrote  in  another  column.  The 


tempted  not  to  endorse  anyone,  but  we  re¬ 
alize  that  we  want  voters  to  vote,”  he  says. 


Corporate  control? 

MediaNews  Group  Vice  Chairman  and 
CEO  William  Dean  Singleton  makes  no 
secret  that  George  W.  Bush  is  a  friend. 
Having  met  the  younger  Bush  when  Single- 
ton  oversaw  the  Journal  Tribune  in  Bidde- 
ford,  Maine,  he  remains  an  obvious 
supporter  of  his  re-election.  But  if  you  think 
that  means  each  of  Singleton’s  40  daily 
papers  have  orders  to  endorse  Bush,  think 
again.  According  to  the  Denver-based  media 
mogul,  he  issues  no  directives  to  his  newspa¬ 
pers  on  endorsements,  following  a  firm  rule 
that  his  local  publishers  have 
the  final  word.  Except  for 
The  Denver  Post  and  The 
Salt  Lake  Tribune,  where 
Singleton  is  publisher,  each 
publication  can  endorse 
as  it  wishes. 

“The  local  publisher  knows 
more  about  what’s  best  for 
the  local  community  than  we 
do,”  Singleton  affirms.  “They 
have  a  much  better  handle  on 
the  community.”  Even  in  the 
case  of  the  Post  and  Tribune, 

Singleton  will  listen  to  their 
editorial  boards’  choices  be¬ 
fore  offering  his  final  opinion. 

In  2000,  before  Singleton 
became  publisher  of  the  Post, 
the  paper  endorsed  Al  Gore. 

In  the  same  election,  his 
two  Vermont  papers  —  the 
Brattleboro  Reformer  and 
Bennington  Banner  —backed 
Ralph  Nader,  while  his 
Fairbanks  (Alaska)  Daily 
News-Miner  never  endorses 
for  any  office. 

“Only  about  80%  of  the 
[MediaNews  Group]  papers  endorsed  Bush 
in  2000,”  Singleton  says.  “It  is  a  local  issue. 
One  presidential  candidate’s  policies  might 
be  good  for  Vermont  but  lousy  for  Utah.” 

He  adds  that  endorsements  are  a  way  to 
help  readers  make  up  their  own  minds, 
not  tell  them  what  to  do. 

Most  of  the  major  newspaper  chains  fol¬ 
low  a  similar  approach,  letting  local  papers 
make  their  own  selections.  The  E.W.  Scripps 
Co.,  however,  has  held  a  long  history  of  issu¬ 
ing  a  chainwide  presidential  endorsement 
for  its  papers,  based  on  the  collective  vote  of 
editors  from  each  daily.  Since  the  tradition 
began  92  years  ago,  the  Scripps  editors 
have  endorsed  mostly  Republicans,  with 
only  four  Democrats:  Woodrow  Wilson 


in  1912,  James  M.  Cox  in  1920,  Franklin  D. 
Roosevelt  in  1932,  and  Lyndon  B.  Johnson 
in  1964,  according  to  company  historians. 
They  also  managed  to  go  for  a  third-party 
candidate,  Robert  M.  LaFollette,  in  1924. 

“The  idea  was  that  you  had  a  better 
chance  of  getting  who  was  best  for  the  whole 
country,  and  you  would  have  more  impact,  if 
everyone  went  the  same  way,”  says  Alan  M. 
Horton,  Scripps  senior  vice  president/news¬ 
papers.  But  the  editors  voted  this  year  to  end 
the  tradition.  Some  editors  cited  awkward 
situations  for  papers  that  would  editorialize 
mostly  liberal  or  progressive  views  all  year, 
then  endorse  a  Republican  for  president. 
“We  realized  it  is  good  for  readers  to  know 


their  editors  are  responsible  for  what  goes 

in  the  newspaper,”  Horton  explains. 

Sure  enough,  on  Oct.  12,  Scripps’ 
Albuquerque  Tribune,  which  had  backed 
Bush  in  2000,  announced  for  Kerry. 

But  at  least  one  newspaper  chain  still 
dictates  presidential  endorsements  for  its 
papers.  Copley  Press,  which  runs  The  San 
Diego  Union-Tribune  and  eight  other 
dailies,  usually  orders  each  paper  to  follow 
the  endorsement  of  the  conservative-leaning 
U-T editorial  board,  according  to  Hal  Fuson, 
Copley  vice  president  and  chief  legal  officer. 
“We  have  more  horsepower  at  the  Union- 
Tribune  and  they  are  probably  in  the  best 
position  to  make  the  most  spirited  argu¬ 
ment,”  Fuson  said.  “It  has  been  our  practice 
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paper  eventually  went  with  Kerry  despite 
Stickel’s  preference  for  Bush.  “Caldwell 
says  the  decision  was  difficult  for  him, 
especially  because  the  board  so  respects 
Stickel’s  opinion,”  Arrieta-WaJden  wrote. 
“But  Caldwell  ultimately  agreed  with  most 
other  board  members  to  endorse  Kerry.” 

For  many  newspapers,  the  preferred 
approach  is  a  consensus  that  avoids  one 
person’s  decision  as  law.  “It’s  not  exactly 
clear-cut,”  says  John  Diaz,  editorial  page 
editor  of  the  San  Francisco  Chronicle,  which 
endorsed  Kerry  and  where  a  nine-person 
board  makes  the  endorsements,  but  Pub¬ 
lisher  Steven  B.  Falk  can  intervene.  “In  the 
[four  years]  that  Hearst  has  owned  this 
newspaper,  an  editorial-board  judgment  has 
never  been  overruled  by  the  publisher.” 

Then  there’s  the  Chicago  Tribune,  where 
the  paper’s  150  years  of  endorsing  Republi- 
[  cans  for  president  continued  with  this  year’s 
nod  to  Bush.  “We’ve  only  endorsed  one 
Democrat,  Horace  Greeley  [in  1872],”  said 
editorial  writer  and  board  member  Cornelia 
;  Grumman.  “And  he  lost.” 
j  But  in  reality,  editors  say,  it  is  endorse¬ 
ments  for  city  council,  school  board,  and 
civil  court  judge  elections  that  readers  often 
turn  to  newspapers  for  most.  Brent  Larkin 
of  the  Plain  Dealer  in  Cleveland  says,  “The 
further  down  you  go  in  the  ballot,  the  more 
influence  we  have.”  In  most  of  those  cases, 
one  or  two  members  of  the  editorial  hoard 
are  assigned  to  a  smaller  race,  interview 
candidates,  then  recommend  to  the  full 
1  board.  Depending  on  the  paper,  a  publisher 
or  editor  can  overrule  or  make  the  final 
decision. 

[  Slim  pickings 

In  Melville,  N.Y.,  Newsday  has  had  a  few 
interesting  endorsement  incidents,  begin¬ 
ning  with  i960  when  then-Editor  Alicia 
Patterson  gave  the  paper’s  official  support  to 
John  F.  Kennedy,  while  her  husband,  Harry 
F.  Guggenheim,  the  president  and  publisher 
at  the  time,  made  clear  his  preference  for 
Richard  M.  Nbcon  in  an  unusual  Op-Ed 
column.  Newsday  historians  have  said  the 
disagreement  nearly  led  to  divorce. 

Years  later,  Newsday  raised  some  eye¬ 
brows  when  it  endorsed  former  Sen.  Paul 
Tsongas  for  president  in  the  1992  New 
York  primary,  even  though  he  had  effective¬ 
ly  pulled  out  of  the  Democratic  race.  The 
Long  Island  daily  protested  the  {joor  i)er- 
formance  of  some  New  York  state  legislators 
in  2000,  offering  no  endorsement  that  year 
in  a  number  of  races,  a  practice  it  plans  to 
continue  this  year  and  one  the  Rochester 
(N.Y.)  Democrat  and  Chronicle  is  follovvang. 
“I  think  we  are  proud  that  we  are  not  pre¬ 


dictable,”  Jim  Klurfeld,  Newsday’s  editorial 
page  editor,  affirms.  “I  am  comfortable  with 
the  fact  that  we  make  up  our  minds  on  a 
case-by-case  basis.” 

While  most  editorial  boards  consist  of 
editors  and  editorial  writers,  with  a  publish¬ 
er  or  columnist  thrown  in,  a  few  have  ex¬ 
panded  to  include  some  surprising  voices. 
The  Idaho  Statesman  in  Boise  has  a  commu¬ 
nity  representative  who  doesn’t  work  at  the 
paper  on  its  board,  while  the  Arizona  Daily 
Star  in  Tucson  gives  editorial  cartoonist 
Dave  Fitzsimmons  a  seat  at  the  table.  “He 
gives  us  a  shot  from  left  field,”  explains 
Dennis  Joyce,  the  Daily  Star’s  editorial 
page  editor.  “He  brings  a  perspective  that 
is  a  little  different.” 

Some  editorial  boards  have  taken  to 
adding  other  elements  to  their  endorsement 
review,  such  as:  questionnaires,  interviewing 
local  candidates  simultaneously  in  a  debate¬ 
like  atmosphere,  and  even  having  readers 
come  in  to  query  the  wanna-be  politicians. 
“It  is  good  when  the  opponent  is  there  to 
challenge,”  Park  (N  J.)  Press  Editor 

William  “Skip”  Hidlay  says  about  the  joint 
interviews.  “You  get  a  better  view  of  who  is 
telling  the  truth,  and  then  you  pin  them 
down.” 

Grumman  of  the  Chicago  Tribune,  which 
uses  questionnaires  on  all  political  races, 
said  they  stop  candidates  from  “weaseling 
out”  of  tough  questions.  “We  also  call  a  lot  of 
them  for  follow-up  interviews,”  she  says. 

“We  found  someone  running  for  Congress  in 
2000  who  was  in  a  mental  institute.  We  had 
another  one  running  for  the  statehouse,  an 


incumbent,  who  couldn’t  sp)ell.  There 
were  gross  misspjellings  all  through  her 
questionnaire.” 

Pam  Platt,  public  editor  of  The  Courier- 
Journal  in  Louisville,  Ky.,  remembers  the 
candidate  who  lost  the  endorsement  of  one 
of  her  previous  employers  and  flew  over 
the  pap)er  with  a  banner  declaring  it  unfair. 

John  Kerr,  editorial  page  editor  of  the 
Las  Vegas  Review-Journal,  recalls  state 
Assemblywoman  Genie  Ohrenschall,  an 
incumbent  who  sought  an  endorsement 
in  2000  under  questions  concerning  her 
stability  after  she  lost  custody  of  her  daugh¬ 
ter.  “She  brought  her  psychiatrist  with 
her  to  vouch  for  her  sanity,”  Kerr  recalls. 

“We  didn’t  endorse  her,  but  she  won 
re-election.” 

The  Journal-Constitution’s  Maureen 
Downey  says  a  state  Senate  candidate  last 
year  arrived  for  an  endorsement  sit-down 
with  a  parrot  on  his  shoulder.  “He  didn’t 
get  an  endorsement  or  a  win,”  she  recalls. 

Another  strange  scene,  Downey  says, 
was  the  endorsement  interview  for  former 
De  Kalb  County  Sheriff  Sidney  Dorsey  — 
running  for  re-election  in  the  2000  Democ¬ 
ratic  primary  —  who  brought  his  wife, 
daughter,  son,  and  aunt  to  the  meeting. 

The  family  support  did  not  help  Dorse>’, 
who  lost  the  endorsement  and  primary  to 
the  man  who  eventually  won  the  general 
election  that  November,  Derwin  Brown. 

Dorsey  made  national  news  when  he 
was  later  convicted  of  conspiring  in  a  plot 
to  hire  two  men  to  kill  Brown,  who  was 
murdered  outside  his  home.  11 
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(TRADE)MARK  THESE  WORDS 

How  to  Use  Trademarks  Correctly 
-and  Why  You  Should 


No  doubt  the  editors  of  the  South  African 
newspaper  Mail  &  Guardian  did  not  have 
trademark  law  on  their  minds  when  they 
chose  the  headline  "Cricket  for  Dummies"  for  a 
story  that  appeared  in  print  and  online  last  April. 
The  story,  by  a  Mail  &  Guardian  sports  columnist, 
lamented  a  new  form  of  cricket  that  he  felt  had 
seriously  dumbed  down  the  sport.  But  the 
lawyers  at  Wiley  Publishing,  Inc.,  who  produce 
the  For  Dummies  series  of  books,  had  a  different 
take  on  that  headline.  Kimberly  Skeel,  the 


company's  global  brand  review  and  corporate 
trademarks  manager,  sent  the  newspaper  an 
e-mail  requesting  that  the  paper  remove  all 
references  to  For  Dummies  on  its  Web  site  and 
never  use  the  phrase  again.  Her  note — which 
cautioned  that  Wiley  "takes  all  reasonable  steps 
to  prevent  others  from  using  its  marks  or  marks 
confusingly  similar  to  Wiley's  marks" — ended 
with  a  request  for  written  assurance  that  the  Mail 
&  Guardian  had  complied  with  the  request. 

Sound  like  a  tempest  in  a  trademark? 

Actually,  trademark  policing 
and  protection  are  serious 
businesses,  requiring  a  fair 
amount  of  diligence  from 
reporters  and  editors  to  get 
both  trademark  names  and 
their  usage  correct  in  their 
copy.  Trademark  attorney 
Kevin  G.  Smith,  a  partner  in 
the  firm  of  Sughrue  Mion 
PLLC,  says  he  understands  why 
Wiley  Publishing  responded  to 
the  "for  dummies"  headline. 
"A  trademark  owner  has  to 
use  and  promote  his  mark, 
and  had  better  be  policing  it," 
he  says.  "Otherwise,  its 
function  as  a  source-origin 
indicator  is  being  whittled 
away."  He  adds  that  papers 
must  take  special  care  with 
headlines:  "If  you  read  that 
article,  you  know  there's  no 
connection  to  the  For 
Dummies  series.  But  if  you're 
just  thumbing  through  the 
paper,  you'd  see  the 


Whether  you’re  running, 
skiing,  hiking  or  writing, 
if  you  use  GORE-TEX*  fabric 
correctly,  we’ll  all  feel 
comfortable. 

GORE-TEX*  fabric  is  the  original  waterproof/breathable 
fabric  that  revolutionized  the  outdoor  sportswear  mar¬ 
ket,  and  it’s  now  used  in  many  industrial  and  medical 
applications,  too. 

GORE-TEX  should  never  stand  alone.  Always  use  it 
to  modify  a  noun,  such  as  GORE-TEX*  fabric,  GORE-TEX* 
gloves,  GORE-TEX*  outerwear. 

Your  comfort  is  what  our  remarkable  fabric  is  all 
about.  So  please  keep  us  comfortable  by  using  our 
trademark  correctly. 

GORE-TEX*  is  a 

registered  trademark  of 
W.  L.  Gore  &  Associates,  Inc. 
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headline — and  likely  more  than  a  few  people 
stopped  to  see  if  there's  a  book  review  of  a  new 
[title]  in  the  series.  Cricket  for  Dummies." 

"Brand  names  are  promises" 

The  oceans  of  copy  that  flow  through  a 
newspaper's  offices  every  day  make  it  easy  for 
editors  and  writers  to  get  careless — or  too 
clever — with  trademarked  names.  After  all,  they 
are  simply  words.  But  as  you  learn  from  a  visit  to 
the  Brand  Names  Education  Foundation, 
trademarks  are  actually  rather  vulnerable  entities: 
"Brands  themselves  exist  only  in  the  mind  of  the 
public  as  memories  of  past  experiences  or 
promises  of  future  experiences,  good  and  bad, 
that  are  evoked  on  hearing  or  seeing  the  brand 
name  or  some  other  symbolic  representation  of 
the  brand.  Memories,  when  evoked,  generate 
expectations  about  the  branded  product  or 


entity.  These  expectations  influence  decisions.  In 
the  end,  brand  names  are  promises." 

Understandably,  trademark  owners  do  not 
want  to  see  their  "promises"  misused  or 
misappropriated  by  others,  no  matter  how 
innocent  the  intent.  Consider  for  a  moment  how 
a  product  becomes  a  widely  known  trademark. 
"The  strongest  marks  are  those  that  had  no 
meaning  until  you  created  that  word,  such  as 
Kleenex  or  Pepsi  or  Kodak,"  notes  Smith. 
"Lawyers  love  them,  and  marketing  people  hate 
them  because  they've  got  to  educate  consumers 
[to  associate  the  product  with  the  newly  coined 
phrase]."  Once  that  hard  work  of  educating  the 
public  is  done,  companies  want  to  see  any 
reference  to  their  now  well-known  trademark 
joined  to  its  appropriate  noun.  So,  for  example,  a 
story  laden  with  trademarks  properly  used  would 
have  someone  reaching  for  Kleenex  tissues  after 
taking  an  Advil  analgesic  for  the  nasty  cold  that 


FedExls  Not  Synonymous 
With  Overnight  or  Express  Shipping. 


That's  why  you  can't  FedEx  your 
package.  FedEx®  is  not  a  noun, 
verb,  adverb  or  even  a  participle. 

It  is  an  adjective  and  identifies  our 
unique  brand  of  shipping  services. 
So  if  you  want  to  send  a  package 


overnight,  ask  for  FedEx®  delivery 
services.  Help  us  protect  our  marks. 
Ask  us  before  you  use  them,  use 
them  correctly,  and,  most  of  all,  only 
ask  for  FedEx®  delivery  services. 
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prompts  an  application  of  ChapStick  lip  balm  to 
dry,  chapped  lips. 

Smith  points  out  that  a  while  back  the 
newspaper  industry  was  notorious  for  creating  a 
"McLanguage,"  referring  to  USA  Today  as 
"McPaper"  and  expensive  homes  built  on  small 
properties  "McMansions."  McDonald's 
immediately  sprang  to  the  defense  of  its  brand. 

"When  it  first  happened,  McDonald's  had  a 
significant  policing  effort  that  included  sending 
out  consciousness-raising  letters  and  cease-and- 
desist  letters  about  the  misuse  of  the  'Me'  prefix 
by  the  media,  and  it  worked,"  Smith  says.  "As  a 
result  of  McDonald's'  efforts,  you  don't  see  the 
media  misusing  the  'Me'  prefix  a  lot  in  that 
manner  anymore.  McDonald's  wants  to  protect 
the  goodwill  associated  with  [its]  trademark.  That 
sort  of  use  isn't  necessarily  infringing  on  the 
trademark,  but  it  has  the  potential  of  diluting 
the  distinctiveness  of  the  McDonald's  family  of 
marks.  So  McDonald's  continues  in  its  efforts  to 
guard  against  such  uses." 

Trademark  misuse  can  lead  to  a  particularly 
egregious  fate  known  as  "genericide."  That's 
when  the  capitalized  trademark  name 
(trademarks  always  require  capitalization) 
becomes  so  successfully  associated  in  the  mind  of 
the  public  with  the  product  it  describes — such  as 
aspirin  for  the  unpronounceable  acetylsalicylic 
acid  or  trampoline  for  rebound  tumbling 
equipment — that  it  loses  its  ability  to  function  as 
a  "source  identifier"  adjective.  The  trademarked 
word  eventually  passes  into  the  lexicon  as  an 
undistinguished  common  noun. 

That  will  surely  never  happen  to  the 
prestigious  Chanel  trademark.  Adrienne  Hahn, 
director  of  legal  administration  for  Chanel  Inc., 
says  the  company  employs  a  clipping  service  to 
track  usages  of  the  trademark,  takes  out  ads 
explaining  proper  use  in  Women's  Wear  Daily  and 
other  publications  and  also  relies  on  people  in 
the  company  itself  who  often  spot  and  report 
misuses.  A  misuse  can  engender  a  "nice"  letter, 
notes  Hahn,  setting  out  why  you  cannot  use  the 
Chanel  trademark  to  describe  products  not  made 
by  Chanel. 

"Often  you'll  see  Chanel  used  to  describe  any 


collarless  tweed  jacket  or  sweater  with  a  similar 
structure,"  she  points  out.  "I'd  say  to  editors  and 
writers  that  there  are  other  ways  to  describe  a 
jacket  that  looks  similar  to  a  Chanel  jacket." 

John  McIntyre,  president  of  the  American 
Copy  Editors  Society  and  assistant  managing 
editor  of  The  Baltimore  Sun,  explained  in  an 
interview  with  a  Poynter  Online  reporter  how  the 
paper  avoids  this  sort  of  inaccuracy:  "If  you  talk 
about  somebody's  Rolodex,  you  had  better  be 
sure  that  it  was  an  actual  object  and  one  made 
by  Rolodex  before  you  use  it  in  print.  So  we 
prefer  generic  terms  most  of  the  time." 

Perhaps  few  editors  would  have  a  handy 
generic  term  for  the  leading  cosmetic  procedure 
in  the  country,  injections  with  BOTOX  Cosmetic,  a 
product  of  Allergan  Inc.  The  BOTOX  trademark  is 
often  misused  as  a  verb.  (Actually,  there  are  two 
trademarks,  depending  on  how  the  product  is 
used.  BOTOX  refers  to  its  therapeutic  use  and 
BOTOX  Cosmetic  for  its  cosmetic  applications — a 
distinction 


required  by  the 
Federal  Drug 
Administration 
since  April 
2002.) 

"We  monitor 
usage  and  send 
out  lots  of 
trademark 
brochures,"  says 
Caroline  Van 
Hove,  senior 
manager  of 
corporate 
communications 
for  Allergan  Inc. 
"You'll  see 
usages  like  'she 
was  over- 
Botoxed'  and 
'her  Botoxed 
face.'  To  make 
the  landscape 
clear  for 
consumers,  the 


DO  YOU  KNOW 
THE  DIFFERENCE 
BETWEEN  spam 
AND  SPAM®? 


One  is  annoyins. 
One  is  delicious.  One 
is  the  bane  of  e-mail 
users  worldwide.  One 
is  enjoyed  for  break¬ 
fast,  lunch,  and  dinner  all 
around  the  globe.  So  please 


take  notice  that  SPAM®  is  no  longer 
called  'luncheon  meat'  and  should  always  have 
capital  letters  and  be  followed  by  the  ®  symbol. 
And  to  avoid  confusion  due  to  the  many  differ¬ 
ent  varieties  of  our  favorite  food,  please  refer  to 
the  entire  product  line  as  the  SPAM®  Family  of 
Products.  Let's  work  together  to  keep  this 
American  tradition  pure  for  future  generations  to 
come.  How  could  we  deprive  them  of  such  joy? 
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media  should  be  sure  to  use  the  trademarks 
appropriately  and  make  the  distinction  between 
BOTOX  and  BOTOX  Cosmetic."  She  also  cautions, 
"There  is  a  lot  of  competition  coming  into  the 
marketplace,  and  lots  [of  the  companies]  are 
building  on  the  familiarity  with  the  BOTOX  name 
by  putting  a  'tox'  at  the  end  of  their  product  or  a 
'Bo'  at  the  beginning." 

Vigilance  Pays  Off  - 

A  few  years  ago,  the  vice 
president  and  assistant 
general  counsel  of  the  BIG 
Corporation  was  watching  a 
cartoon  on  a  children's  cable 
network  station  with  her 
daughter.  One  of  the 
characters  in  the  episode 
picked  up  a  brush  from  a 
bottle  of  white  liquid  labeled 
"White-Out"  and  said,  "I'll 
white-you-out." 

"We  sent  a  nice  but 
informative  letter  to  the 

network,"  says  Kimberly  R.  Somesab 

Dickson,  corporate  counsel  of  But  the  fa 

BIC,  in  an  e-mail  to  Editor  &  is  often  us 

Publisher.  "The  letter  As  a  trade 

. .  .  ,  cushionirK 

included  information  about 

the  proper  use  of  our  Wite-  The  Bubb 

^  ,  ,  ,  ,  performer 

Out  trademark  but  also  protective 

included  a  'thank  you'  for  the  providing 

entertainment  the  show  Formaxin 

provided  for  our  vice  Air.  Askf 

president  and  assistant  _ 

general  counsel's  family.  15UBI 

Trademark  protection  must  be 
vigilant  and  consistent — even 
when  home  with  your 
children." 

The  company's  vigilance 
includes  employing  a  clipping 
service  to  monitor  media 
usage  of  the  trademark  and 

sending  a  friendly  letter —  I  ®  Sealed  Air  Corporatk 

^  ^  The  "9  Dot  Logo"  and  “ 

along  with  some  samples  of 


Wite-Out  products — whenever  they  see  a  misuse. 
When  a  national  daily  newspaper  once  ran  a 
sidebar  on  income  tax  tips  with  the  headline  "Ge 
the  Wite-Out,"  the  paper  quickly  became  the 
recipient  of  both  the  informative  letter  and  a 
packet  of  Wite-Out  samples. 

And  what  is  the  result  of  this  ongoing 
vigilance?  The  Wite-Out  trademark  was  strong 


JXWl 
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performance  cushioning  offered  only  by  Sealed  Air.  Bubble  Wrap® 
protective  packaging  employs  a  “barrier  layer”  which  retains  air... 
providing  superior,  longer  lasting  protection  over  other  brands. 

For  maximum  value,  specify  Bubble  Wrap®  cushioning  from  Sealed 
Air.  Ask  for  the  best  and  accept  nothing  less. 
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enough  to  resist  a  challenge  from  a  company 
using  the  name  "Wipe-Out"  for  its  correction 
products.  "The  trademark  infringer 
asserted... that  misuse  of  the  Wite-Out  trademark 
was  a  basis  for  determining  the  trademark  had 
become  generic  and  therefore  was  not  infringed 
by  the  use  of  the  word  Wipe-Out,"  notes  Dickson. 
"BICs  vigilance  in  addressing  misuse  of  its  Wite- 
Out  trademark  helped  BIC  to  overcome  the 
argument  that  the  Wite-Out  trademark  had 
become  generic  and  resulted  in  the  court  ruling 
that  the  use  of  the  word  Wipe-Out  in  connection 
with  correction  products  did  in  fact  constitute 
trademark  infringement." 

Trademarks  101 

A  trademark  can  be  many  things:  a  word, 
symbol,  logo,  design  or  any  combination  thereof. 
It  can  be  a  three-dimensional  object  such  as  the 


McDonald's  arches.  NBC  even  has  a  trademark  of 
musical  notes  representing  the  network — and 
that's  at  least  one  trademark  unlikely  to  trip  up 
a  newspaper  reporter. 

What  follows  are  guidelines  for  using 
trademarks  in  text.  As  Megan  Sanders, 
information  resources  specialist  for  the 
International  Trademark  Association,  points 
out,  "Proper  trademark  use  is  not  the  way  we 
speak.  There's  no  way  to  control  the  way  we 
speak  versus  the  way  we  write."  But,  she  notes, 
editors  and  writers  certainly  can  ensure  that 
what  gets  written  reflects  proper  trademark 
form.  And  that's  where  INTA  can  help.  For  a 
more  detailed  examination  of  trademark 
proper  usage,  go  to  its  Web  site 
(www.inta.org)  and  click  on  the  "Editors"  link. 
Another  option  for  trademark-spelling 
questions  is  to  call  INTA's  Trademark  Hotline 
(212-768-9886).  Information  specialists  there 
consult  a  Thompson  & 
Thompson  trademark 
searching  database, 

SAEGIS,  which  shows  if  a 
word  or  phrase  is  a 
registered  trademark  or 
has  a  pending  registration. 
As  a  supplement  to  the 
Trademark  Hotline  service, 
INTA  publishes  a  reference 
guide.  Trademark 
Checklist,  which  includes 
close  to  3,000 
alphabetically  listed 
trademarks  that  have  been 
frequently  asked  about  or 
are  commonly  misused 
today. 

You  can  also  consult 
the  Web  site  of  the  United 
States  Trademark  and 
Patent  Office 
(www.uspto.gov/)  for 
more  extensive  searches. 

(A  recent  basic  search  of 
For  Dummies  yielded  131 
references.) 


It’s  just  not  BOTOX 
without  the  ®.^ 


The  (S>  after  BOTOX*  Cosmetic  means  it’s  a 
registered  trademark  of  Aiiergan,  inc. 
a  nickname.  Or  a  generic  term  for  other  botuiinum  toxins. 

it’s  the  BOTOX*  you  and  your  patients  trust. 

And  the  one  we  trust  you’ii  aiways  use  with  an  (S). 

^OTOX* 

— Cosmetic 

Botulinum  Toxin  Type  A 


^^^MLERCAN  (92004  Allergan,  Ik.,  Irvine,  CA  92612  BOTOX  Is  a  leglstervd  trademark  of  Aiiergan,  Inc.  iirww.botox.com  0408246 


A  NOTE  OF  INFORMATION  AND  ENTREATY 
TO  FASHION  EDITORS.  ADVERTISERS. 
COPYWRITERS  AND  OTHER 
WELL-INTENTIONED  MIS-USERS  OF 
OUR  CHANEL  NAME. 


CHANEL  was  a  designer,  an  extraordinary  woman  who  made 
a  timeless  contribution  to  fashion. 

CHANEL  is  a  perfume. 

CHANEL  is  modern  elegance  in  couture,  ready-to-wear, 
accessories,  watches  and  fine  jewelry. 

CHANEL  is  our  registered  trademark  for  fragrance,  cosmetics, 
clothing,  accessories  and  other  lovely  things. 

Although  our  style  is  justly  famous,  a  jacket  is  not  ‘a  CHANEL  jacket’ 
unless  it  is  ours,  and  somebody  else’s  cardigans  are  not  ‘CHANEL  for 
now.’ 

And  even  if  we  are  flattered  by  such  tributes  to  our  fame  as  ‘Chanel-issime, 
Chanel-ed,  Chanels  and  Chanel-ized’,  PLEASE  DON’T.  Our  lawyers 
positively  detest  them. 

We  take  our  trademark  seriously. 

Merci, 


CHANEL  Inc 


Special  Advertising  Section 


TRADEMARK  BASICS 

Go  for  bold. 

Always  make  trademarks  stand  out  from  surrounding 
text  by  at  least  capitalizing  the  initial  letter  or  using  all 
capital  letters.  You  can  also  set  them  apart  from 
surrounding  text  by  using  bold  or  italic  fonts  or  by 
placing  the  trademark  within  quotes.  Using  a  stylized 
form  or  logotype  that  has  become  associated  with  the 
mark  is  also  acceptable. 

Check  for  accurate  trademark  form. 

Getting  the  right  letters  alone  is  not  good  enough.  For 
example,  the  proper  form  is  Nescafe  coffee,  not  Nescafe. 

Check  your  assumptions. 

It's  easy  to  assume  that  many  familiar  terms  are  generic. 

You  have  to  wrap  a  package  in  Bubble  Wrap  packaging 
material,  not  bubble  wrap.  And  the  student  is  using  Wite- 
Out  correction  fluid  on  her  homework,  not  wite-out. 

Know  your  trademark  grammar. 

Never  use  a  trademark  as  a  noun. 

A  trademark  is  always  an  adjective,  identifying  a  noun: 

Tupperware  food-storage  containers,  not  simply 
Tupperware. 


JOGBRA 


Ask  any  woman  and  she  will  tell  you.  . . 

RUNNING  ALWAYS  CALLS  FOR  A  SPORTS  BRA. 


But  clever  reader, 

NOT  ALL  SPORTS  BRAS  ARE  JOGBRA  SPORTS  BRAS. 


JOGBRA  ATHLETIC  APPAREL  IS  MORE  THAN  JUST  SPORTS  BRAS, 
IT  IS  A  BRAND  DESIGNED  FOR  TODAy’s  FEMALE  ATHLETE. 


JOGBKA'  IS  A  TRADEMARK  USED  BY  ChAMPION  AtHLETICWEAR,  A  DIVISION  OF  SaRA  LeE  CORPORATION.  ®2004  SaRA  LeE  CORPORATION 


Never  use  a  trademark  as  a  verb. 

Your  friend  did  not  get  botoxed.  She  received  BOTOX 
cosmetic  therapy. 

Never  modify  a  trademark. 

If  you  want  to  make  the  trademarked  term  plural, 
change  the  generic  word  from  singular  to  plural:  Those 
are  Oreo  cookies,  not  Oreos.  Any  trademark  in  a 
possessive  form  must  remain  in  that  form:  Jack  Daniel's 
whiskey,  not  Jack  Daniels  whiskey. 

Check  those  headlines. 

Editors  choose  the  words  for  their  headlines  for  a 
compelling  reason.  Smith  points  out:  "That's  why  they're 
in  your  head — consumers  recognize  the  phrase  or  word, 
and  if  they  recognize  it,  chances  are  it's  someone  else's 
intellectual  property." 

So  attention,  headline  writers:  "Dog  Bites  Child  at 
Frisbee  Tournament"  is  appropriate  only  if  you're 
referring  to  the  Whamo-brand  Frisbee  flying  disc. 


\ 
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GMA  has  got  the  answer.  Our  Parts  and 
Service  Department  provides  the  high  quality 
parts  your  operation  needs  to  continue 
production  without  costly  delays.  Offering 
knowledgeable,  professional  service  and  high 
volumes  of  inventory  for  ail  of  our  products,  you 
can  count  on  GMA  to  keep  you  running! 


GMA...Passion  for  Innovation! 


GMA 


MEMBER  OF  THE  MULLER  MARTINI  GROUP 


Phone:  610-694-9494  Fax:  610-694-0776 


www.gma.com 
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While  the  industry  fixes  its  gaze  on  the  boom 
in  Hispanic  papers,  the  revival  of  the 
African-American  press  goes  mostly  unnoticed 

BLACK  IS 


BACK 


BY  MARK  FITZGERALD 

Nervous  laughter  echoed  from  the  audience  of  movers  and  shakers 
gathered  at  a  DuSable  Museum  reception  this  summer  to  formally 
welcome  Roland  S.  Martin  as  the  new  executive  editor  of  the  Chicago 
Defender.  On  stage,  Cliff  Kelley,  the  most  influential  talk  radio  host  in  black 
Chicago,  was  kidding  on  the  square  with  Real  Times  LLC  Chairman  Tom 
Picou  about  the  awful  quality  of  the  African-American  daily  not  so  long  ago. 

“I  used  to  tell  him  that  I  had  a  great  slogan  for  the  Defender:  “Yesterday’s  News  Tomor¬ 
row,”’  Kelley  laughed,  as  Picou,  who  years  ago  was  the  paper’s  president  under  its  old 
Sengstacke  family  ownership,  tried  to  look  like  a  good  sport.  “There  was  a  reason  we  called 
it  ‘the  Offender.'  We  used  to  ask  him  if  they  had  any  proofreaders  on  the  paper.  We’d  say, 


‘Ebonics  was  invented  at  the 
Defender’  It  didn’t  seem  like 
the  paper  could  get  worse,  and 
then,  things  got  worse.” 

By  January  2003,  when  the 
Real  Times  group  of  investors 
from  Chicago  and  Detroit 
bought  the  Defender  and  its  four 
sibling  weeklies  for  $8.1  million 
from  the  Sengstacke  family,  the 
Chicago  paper  had  been  surviv¬ 
ing  for  decades  as  a  shadow  n  ■  j  *  u  o  t  ■ 

°  President  Harry  S.  Truman,  I 

or  Its  former  self  m  editonal  Daley,  and  Chicago  Defendei 
quality,  readership,  and  finan¬ 
cial  viability.  In  the  early  1950s,  the  weekly  Defender  circulat¬ 
ed  natiomvide  and  hit  its  peak  sales  of 230,000  copies.  In 
2002,  the  last  time  it  filed  an  Audit  Bureau  of  Circulations 
(ABC)  Publisher’s  Statement,  the  daily  sold  just 

14,629  copies  a  day  in  a  city  of  1.1  million  African-Americans. 


President  Harry  S.  Truman,  left,  Chicago  Mayor  Richard  M. 
Daley,  and  Chicago  Defender  Publisher  John  Sengstacke 


The  decline  of  the  storied 
newspaper  —  once  so  powerful 
it  is  credited  with  setting  off 
the  Great  Migration  of  Afiican- 
Americans  from  Dixie  to  the 
industrial  cities  of  the  North 
after  World  War  I  —  symbol¬ 
ized  the  state  of  many  black 
papers  across  the  nation.  Too 
^  many  markets  were  crowded 
with  black  newspapers  that 

_..  ,,  were  thinly  financed  mom-and- 

Chicago  Mayor  Richard  M.  ^  .  . 

3lisher  John  Sengstacke  PoP  operations  competing  for 

readers  and  advertisers  with 
error-riddled,  irrelevant  articles  presented  in  dated  layouts 
and  smudgy  reproduction. 

But  now,  the  black  press  is  on  a  rebound,  pushed  by 
a  sophisticated  readership  increasingly  loathe  to  accept 
mediocrity,  pulled  by  owners  who  realize  their  old  business 
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model  is  utterly  bro*  GUtch 
ken  and  advertisers 
who  now  demand  a  radio 

more  specific  return  hlawwa 

on  their  dollar  than 

a  feel-good  vibe.  1=?- _ _ -=ri.  i 

The  black  press  has  ^^es  work  oa  diversity  ~f-~  \ 

gotten  the  memo  that  WM^  --  X" 

change  is  required,”  - 

says  DC  Livers,  who 
catalogued  more  than  :>£■?? 

400  black  newspapers  » 

and  other  publications  tuning  ^ 

as  editor  of  the  new  «— *r  J Kit  _ 

Black  Press  Yearbook:  ^^2 2z^ .  i 

Who’s  Who  in  Black  — ~2h 

Media.  They’re  starting  ^  H||PHm 

to  understand  that  their  — 
reader ...  expects  the  black 
press  to  be  as  good  as  the 
general  market  [paper].” 

Robert  W.  Bogle  has 
seen  the  changes  firsthand 
as  president  and  CEO  of 
the  nation’s  oldest  black 
newspaper,  the  120-year-old  Philadelphia 
Tribune.  “Being  black,”  he  says,  “won’t  get 
you  over  —  and  it  shouldn’t.  You’ve  got 
to  be  competitive.” 

And  just  as  the  Defender  symbolized 
an  industry  in  trouble,  the  paper  now  is  the 
most  talked-about  example  of  a  possible 
black-press  renaissance. 

Out  with  old,  in  with  bold 

Within  a  few  days  of  arriving  at  the 
Defender,  the  hard-charging  Martin,  35, 
snapped  the  front  page  out  of  its  sleepy 
trance  with  bold  headlines  and  huge  graph¬ 
ics.  “I  call  it  my  ‘30-foot  rule’:  If  I’m  walking 
by  30  feet  away  and  can’t  make  out  what 
the  headline  is  and  what  the  graphic  is  — 
it  doesn’t  work,”  Martin  says. 

Martin  brought  in  The  Associated  Press 
and  chased  out  several  employees.  He  weed¬ 
ed  a  newshole  that  an  overworked  staff 
routinely  filled  with  credulous  stories  based 
on  press  releases  sent  by  anybody,  including 
political  cranks  and  sales  hustlers.  And  on 
Nov.  1  the  Defender  will  lose  its  distinction 
as  perhaps  the  last  big-city  daily  without  its 
own  Web  site,  Martin  says. 

Real  Times  also  hired  a  star  journalist  to 
improve  editorial  and  build  the  first  coherent 
system  to  leverage  the  resources  of  the  daily 
and  its  four  weeklies.  Angelo  Henderson, 
who  won  a  1999  Pulitzer  Prize  while  at  The 
Wall  Street  Journal,  compares  his  task  to 
“building,  a  Gannett  or  a  Knight  Ridder 
from  scratch.” 

The  Defender  isn’t  anywhere  near  that 
mountaintop  yet.  At  the  beginning  of  Octo- 


the  daily  still  didn’t  have  a 
City  j  staff  photographer  and  both 
the  entertainment  and  sports 
1  editors  were  out  on  medical 
I  leave.  Martin  was  not  only 
riwBv  !  running  his  nationally  syndi- 

■n  the  Drfender, 
vs,  a  religion 
column,  and 
even  filed 
some  sports 
stories.  This  is 
an  ownership 
serious  about 
budget  disci- 
jline.  “We  use 
he  term  around 
ere,  downsize  to 
jhtsize,”  Real 
tnes  President 
1  CEO  Clarence 
on  says ^in^ 

ender's  Moor- 
isn-style  building 

on  South  Michigan  Avenue.  “Downsize  to 
upsize,”  Martin  quickly  interjects. 

New  model  for  success 

Around  the  nation,  however,  other  black 
newspapers  are  already  achieving  the  success 
the  Defender  as  yet  only  envisions. 

Good-looking  papers  with  acclaimed  con¬ 
tent  such  as  The  St.  Louis  American  are  pur¬ 
suing  readers  with  business  models  closer  to 
that  of  alternatives  than  the  traditional  black 
press  paid  model.  Each  week.  Wave  Commu¬ 
nity  Newspapers  drops  150,000  copies  of  six 
different  papers  around  the  Los  Angeles 
Basin,  and  boasts  an  audited  pickup  rate  of 
97%.  Weeklies  such  as  N’digo  in  Chicago  and 
The  Atlanta  Tribune  in  Georgia  are  taking  a 
magazine  approach  to  winning  readership. 

The  typical  black  press  reader  is  loyal,  but 
older.  According  to  the  biggest  black  press 
organization,  the  National  Newspa-  t 

per  Publishers  Association,  the  aver-  i 

age  age  of  readers  of  member  papers  ,r^ 

is  43.9,  and  54%  are  women.  That’s  . 
an  audience  to  value,  says  Wave  , 

Newspapers  President  Pluria  Mar- 
shall  Jr.,  who  compares  it  to  the  older  IjB 
but  affluent  listeners  of  talk  radio. 

“We  don’t  want  to  get  too  young,  i  *  j 

frankly,”  Marshall  says.  Nevertheless,  ^ 

the  Wave  papers  are  reaching  out  to  g 

younger  readers  by  such  methods  as  | 

partnering  with  rap  impresario  Russell  \ 

Simmons’  Hip-Hop  Summit. 

And  while  the  Defender  is  generally  J 
recognized  as  the  only  Afiican-American  j 
daily,  other  black  papers  are  increasing  ; 


their  frequency.  The  Philadelphia  Tribune 
publishes  ABC-audited  paid  papers  on  Tues¬ 
days,  Fridays  and  Sundays,  and  distributes 
TMC  products  on  Wednesdays  and  Thurs¬ 
day.  “Five  days  a  week  —  that’s  the  definition 
of  a  daily,”  President  and  CEO  Bogle  says. 

The  Tribune  also  publishes  its  own  Sunday 
magazine,  TV  book,  visitor’s  guide,  and  a 
Newspaper  in  Education-like  product  that 
appears  40  times  a  year.  As  the  school  year 
wound  to  a  close  last  spring,  the  Tribune 
published  a  248-page  tab  with  pictures  of 
10,000  graduates  at  48  area  high  schools. 
The  first  Tearbook  Edition”  sold  82,000 
copies.  “In  two  days,  we  had  130  people 
walking  into  our  offices  to  buy  it,”  Bogle  says. 

AfHcan-American  publishers  are  also 
turning  the  tables  on  the  metro  papers  that 
traditionally  stole  away  their  best  employees. 
For  the  first  time,  the  black  press  is  success¬ 
fully  raiding  the  general-market  papers.The 
St.  Louis  American,  for  instance,  just  hired  a 
salesperson  with  experience  at  the  St.  Louis 
Post-Dispatch,  and  recruited  its  classified 
ad  manager  from  a  local  alternative. 

For  the  first  time,  too,  the  black  press  is 
attracting  the  attention  of  venture  capitalists 
—  and  facing  the  consolidation  that  in¬ 
evitably  follows.  Recently  formed  VCs  like 
the  Real  Times  group  see  that  many  of  the 
papers  still  barely  penetrate  their  market. 

There  are  at  least  two  stumbling  blocks, 
though.  First,  the  VCs  will  have  to  be  patient, 
says  Wave’s  Marshall,  an  expansion-minded 
entrepreneur  who  bid  unsuccessfully  for 
the  Defender:  “From  an  investor’s  viewpoint, 
the  rates  of  return  probably  aren’t  there  right 
away  because  you’re  looking  at  an  industry 
that  has  no  consolidation.  The  black  press 
is  where  radio  was  20  years  ago,  all  single 
enterprises.” 

Marshall  says  venture  capitalists  may  also 
hesitate  because  of  the  limited  number  of 


iia&BI 


room  closures 


Two  of  the  Wave 
Community  papers 
that  serve  the  Los 
Angeles  Basin. 


--  I*?!*  ^  FnaBOT  Sd»ol  t 
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potential  buyers  for  a  fixed-up  black  paper. 
Mainstream  newspaper  companies  may  take 
themselves  out  of  the  market  because  they 
fear  resentment  from  the  Afirican-American 
community  if  they  acquire  a  historically 
black-owned  paper.  Investors,  he  says,  “can’t 
see  an  exit  strategy”  with  a  sufficient  payoff. 


Smikle  says,  “Even 
the  [papers]  that  | 

are  raggedy  are  i 

making  money.” 

Uphill  battle 

Still,  Aftican- 
American  papers 
struggled  to  get 
where  they  are  today. 

America’s  first  black- 
owned  paper  was 
Freedom’s  Journal, 
founded  in  1827  by 
New  Yorkers  John 
B.  Russwurm  and 
the  Rev.  Samuel  E. 

Cornish.  Ignored  by 
the  powerful  dailies 
of  their  time,  black 
communities  spawned 

their  own  feisty  news-  5^  Louis  American  pub- 
paper  competition.  lisher  Donald  M.  Suggs 

Fighting  slavery,  and 

then  segregation,  black  papers  were  an  inte¬ 
gral  part  of  eventual  triumph  of  civil  rights. 

But  the  great  victory  brought  the  black  press 
serious  losses  as  well.  Their  journalists  were 
lured  away  to  mainstream  papers  or  refused 
to  consider  working  for  the  black  press  at  all. 
Their  most  affluent  readers  moved  to  the 
suburbs,  and  black  papers  at  first  did  not  fol¬ 
low  them.  Some  even  argued  that  the  black 
press  had  lost  its  reason  to  be. 

Charles  A.  Simmons,  who  wrote  the  1998 
book  The  African  American  Press,  says  he 
ended  the  history  in  1965  because  that  marks 
the  end  of  the  last  unifying  struggle.  “I  think 
the  black  press  as  we  once  knew  it  is  dead,” 
he  says.  “Maybe  not  totally.  It  could  be  like  a 
volcano  that  will  explode.  But  the  mindset  is 
different.  You  don’t  have  a  black  press,  you 
have  black  people  who  own  newspapers  like 


any  other  business.” 

But  the  black  press  had  to 
be  mainstreamed,  many  of  its 
editors  and  publishers  contend. 
St.  Louis  American  Publisher 
Donald  M.  Suggs  recalls  when 
he  first  came  to  the  paper,  “It 
was  printing  probably  4,000  to 
6,000  copies  and  the  ownership 
was  claiming  10,000.”  House¬ 
hold  penetration  was  pitiful,  but 
advertisers  didn’t  much  care 
at  first  because  they  were  buy- 

1'""  "'^will  more  than  results. 
Then,  Suggs  says, 
advertisers  began 
to  care  a  lot  about 
circulation  and  results. 

The  paper  began  its 
turnaround  after  he 
had  a  conversation 
back  in  the  1980s  with 
Ben  Bradlee,  editor  of 
The  Washington  Post. 
“He  told  me  that  the  key  to  a  community 
newspaper  was  mastering  distribution,” 
Suggs  says.  The  American  transformed  itself 
into  a  free  paper.  Now  it  drops  68,500  copies 
in  a  market  with  about  150,000  African- 
American  households.  The  audited  pickup 
rate  is  upvwirds  of  97%,  and  the  paper  has 
won  advertising  schedules  from  Target, 
Walgreens,  Home  Depot  —  even  notoriously 
newspaper-phobic  Wal-Mart. 


St,  Louis  American 


First  Wy  of  homkkle 


Not  this  month’s  flavor 

The  black  consumer  market  is  more 
affluent  and  established  than  its  Latino 
counterpart.  Yet  it  is  the  Spanish-speaking 
demographic  that  has  captured  the  fancy  of 
the  mainstream  newspaper  industry,  which 
is  furiously  creating  niche  publications  for 
Hispanics  but  not  for  Afncan-Americans. 

When  Ethnic  Print  Media  Group  (EPMG) 
announced  last  month  the  first  comprehen¬ 
sive  national  circulation  audit  of  Latino 
papers,  advertisers  cheered.  There’s  been 
less  said  so  far  about  a  similar  EPMG  project 
that  will  gather  circulation  audits  and  exten¬ 
sive  consumer  marketing  information  about 
the  95  biggest  black  newspapers  in  80 
markets.  The  results  of  the  program  will  be 
available  next  January  —  and  will  open 
a  lot  of  eyes,  EPMG  says. 

“Traditionally,  there’s  only  been  a  few  rep 
companies  working  within  the  black  news¬ 
paper  market,  so  there  has  not  been  too 
much  of  an  effort  toward  putting  together  an 
audit  program  or  getting  readership  data,” 
EPMG  Vice  President  Trevor  Hansen  says. 
“For  the  first  time,  we  are  really  bringing  the 
numbers  to  the  table.” 

Nobody  should  be  surprised,  says  Ken 
Smikle,  president  of  Chicago-based  Target 
Market  News  and  a  market  researcher  spe¬ 
cializing  in  trends  among  black  consumers. 
“Are  you  willing  to  write  the  real  story? 

Black  newspapers  are  doing  great,”  he  says. 

“I  would  love  to  break  the  perception  that  the 
black  press  has  one  foot  in  the  grave  and 
the  other  on  a  banana  peel.” 

Black  papers,  r 

Smikle  says,  are  closer  I 

to  their  readers  than  | 

their  general  market  l 

counterparts.  While  the 
metros  stumble  in  trying 
to  attract  young  adults, 
he  argues,  black  papers 
consistently  deliver  a 
niche  that  no  one  else  has 
figured  out:  “The  older 
black  audience  with  a 
whole  lot  of  dough,  a 
whole  lot  of  ownership  of 
automobiles,  a  lot  of  own¬ 
ership  of  homes.”  While 
Afncan-American  publish¬ 
ers  themselves  have  a  tendency  to  cry  poor. 


‘Defender  gets  down  to  business 

Robert  Sengstacke  Abbott  created  the 
Chicago  Defender  at  his  kitchen  table  on 
May  5, 1905  out  of  a  combination  of  his 
passion  for  the  black  self-reliance  preached 
by  Booker  T.  Washington  and  a  business 
acumen  that  led  him  to  copy  the  strategy  of 
the  sensationalist  Hearst  penny  press.  When 


The  inaugural  issue  of  Freedom’s  Journal,  America’s  first  black-owned  paper.  The  first  meeting  of 
the  Negro  (now  National)  Newspaper  Publisher’s  Association  was  held  on  Feb.  29,  1940  in  Chicago. 
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Real  Times  took 
over,  it  bought  a 
paper  that  wasn’t 
doing  either  business 
or  passion  very  well. 

The  bookkeeping, 
at  the  dawn  of  the 
21st  century,  was 
mostly  kept  in,  well, 
books.  Circulation  had  become  so 
localized  that  the  Defender  wasn’t 
really  serving  all  of  the  black  neigh¬ 
borhoods  in  the  city  of  Chicago,  let  alone 
the  black-majority  suburbs.  And  focus 
groups  conducted  last  May,  President  and 
CEO  Clarence  Nixon  revealed  at  Martin’s 
welcome  reception,  showed  Chicagoans 
weren’t  feeling  much  passion  about  the 
historic  tabloid:  They  complained  the 
content  was  irrelevant  and  substandard. 
The  whole  paper,  they  said,  was  discon¬ 
nected  from  the  black  community. 

Nixon  and  Martin  say  they  will  reforge 
that  connection  with  a  new  combination 
of  professionalized  business  and  revital¬ 
ized  activism.  “We  have  to  operate  and 
think  and  come  to  market  differently,” 
declares  Nixon,  a  former  Chrysler  Corp. 
executive.  “We  have  to  look  at  it  as  a  busi¬ 


ness,  and  what 
we  will  be  is 
a  low-cost 
producer,  but 
with  very  high 
quality.” 

,  And  in  a 

to!  post-cmi 

shine j  Rights  era,  the 

'  Defendedshvaxidi 
of  activism  will 
revolve  around 
issues  such  as  health  care  and  education, 
Martin  declares.  In  the  weeks  before  the 
presidential  election,  the  front  page 
carried  daily  reminders  about  registering 
to  vote  and  getting  to  the  polls. 

Martin  compares  the  Defender  to  many 
other  mainstream  media  companies  that 
I  overcame  hard  patches  in  their  business. 

I  CEO  Nixon  makes  a  business  comparison. 

!  The  paper,  he  says,  is  like  Chrysler,  which 
!  was  revived  in  the  1980s  partly  by  restruc- 
i  turing  its  design  and  marketing  teams. 

The  outsize  ambitions  reflect  the  task 
in  Chicago  and  the  rest  of  the  Real  Times 
papers.  “They  are  trying  to  develop  a  sys¬ 
tem  not  just  for  one  paper,  but  for  five,” 
says  Smikle.  “And  because  the  Defender 


has  the  most  potential,  they  want  to  make 
that  the  prototype.” 

Professionals  now  working  at  main¬ 
stream  papers  can  be  attracted  to  the 
black  press  just  as  he  was,  says  Angelo 
Henderson.  “We’ve  done  the  mainstream 
newspaper  thing,”  he  says.  “We  enjoyed  it, 
j  we  learned  from  it,  we  succeeded  —  and 
now  we’re  on  to  other  challenges.”  He 
j  knows  who  he  wants  to  recruit:  The  “over¬ 
looked  and  fhistrated”  journalists  who  are 
!  on  big  papers  getting  little  assignments. 

“If  you’re  feeling  stuck,”  he  says,  “we  can 
offer  you  the  opportunity  to  cover  the  big 
i  stories,  or  show  you  a  way  into  manage¬ 
ment.” 

Much  of  Henderson’s  time  these  days  is 
spent  looking  ahead  to  the  Defender's  cen¬ 
tennial  in  2005.  There  are  extensive  plans 
for  event  marketing  and  editorial  products 
centered  on  the  paper  Robert  Sengstacke 
Abbott  created  for  what  he  once  called 
“the  little  man  who  digs  ditches  in  the 
I  street.”  One  hundred  years  later,  the  target 
'  audience  has  changed.  “Every  industry  has 
to  listen  to  its  customer  base,”  Real  Times 
CEO  Nixon  says.  “The  challenge  of  the 
;  black  press  is  to  continue  to  establish  its 
relevance  to  black  people.”  11 


Is  it  time  to  ditch  your  TV  listings? 


71% 

of  readers  never 
use  daily  TV  listings. 


Shocked?  Our  clients  wouldn’t  be.  That's 
because  our  practical  research  helps  us  answer 
the  hard  questions  every  publisher  faces. 

When  we  lead  our  clients  through  a  redesign  or 
consulting  project,  we  try  to  provide  answers 
that  will  help  them  lead  their  markets  not  only 
today  but  also  in  the  future. 


69% 


What's  the  future  of  TV  listings  and  how 

should  you  position  your  TV  coverage  for  the 
future?  How  will  you  know  when  it's  time  to  pull 
the  plug?  We've  got  some  answers. 


don't  use  the 
Sunday  TV  Book. 


Call  or  write  for  a  copy  of  our  report  on  TV  list¬ 
ings  and  where  they  are  headed  and  what  you 
can  do  about  it. 
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MILES  GROVES/Media  economist 


Cash  or  credit?  Companies  hit  by  circulation  w 

scandals  take  different  paths  to  advertisers 

in  ‘making  good.’  But  are  they  doing  enough? 

BY  JENNIFER  SABA 


compensation  —  cash  would  be  nice,  but 
make-goods  OK  —  the  better  for  everyone. 

And  what  about  the  fallout  in  ad  rates? 
Many  analysts  have  been  sounding  louder 
alarms  regarding  2005  negotiations.  Merrill 
Lynch  released  a  note  as  E&P  went  to  press 
that  states,  “Our  sense  is  that  investor  inter¬ 
est  in  the  newspaper  group  is  waning.  There 
remains  legitimate  concern  that  advertisers 
with  annual  contracts  will  use  the  recent 
circulation  debacles  against  the  industry 
during  negotiations  and,  of  course,  there 
remains  concern  that  there  are  more  circula¬ 
tion  disclosures  to  be  made.” 

Media  economist  MUes  Groves  says  that 
while  he  doesn’t  expect  declines  in  ad  rates 
to  match  decreases  in  circulation,  he’d  bet 
that  advertisers  are  going  to  push  for  that: 

“I  wouldn’t  hold  my  breath  for  great  per¬ 
formance  in  [Dallas  and  New  York] 
in  the  short  term.” 


Drew  Campbell,  president  of  the  New  Car  Deal- 
ers  Association  of  Metropolitan  Dallas,  is  the  kind  of 
guy  newspapers  want  to  keep  happy.  His  organization 
represents  190  dealerships  throughout  the  Dallas  area 
and  he  estimates  that  his  consortia  is  the  “number-one 
or  number-two”  top  local  advertiser  in  The  Dallas  Morning  News. 

Campbell  is  also  an  astute  observer  of  the  newspaper  industry  at 
large,  keeping  an  eagle’s  eye  on  trends  and  any  turn  of  events.  So  when 
Newsday  in  Melville,  N.Y.,  announced  in  June  that  it  had  a  huge 
circulation  problem  on  its  hands,  that  piece  of  information  caught 
his  attention  immediately. 

He  didn’t  suspect  that  the  same  kind  of  trouble  could  roll  into 
Dallas  —  but  Campbell  was  very  much  aware  of  what  was  going  on, 

having  followed  the  lawsuits  ^  ^  recovery.  “It  comes  at  a  bad  time  for 

that  spawned  Newsday' s  in-  |  \  newspapers  who  are  really  out  there  promot- 

vestigation  in  the  first  |  ing  themselves 

place.  On  Aug.  5,  the  day  as  a  successful 

Belo  announced  that  a  alternative,”  says 

scandal  had  Patrick  Quinn, 

hit  its  flagship  paper  in  president  of  PQ 

Dallas,  Campbell  quickly  Media,  a  media 

the  phone  with  research  compa- 

Moming  News’  ny  in  Stamford, 

Jim  Moroney  and  had  a  Conn. “Then 

meeting  with  him  within  something  like 

that  week,  he  says.  this  happens, 

Campbell  is  not  unlike  numerous  other  and  it  pulls  the  rug  out  from  the  industry.” 

advertisers  across  the  country  that  newspa-  Though  it  was  uncertain  how  these  papers 

per  executives  have  to  deal  with  since  the  '  got  into  such  a  mess,  as  each  company 

circulation  overstatements  started  spreading.  ,  slowly  reveals  what  they  find  in  internal  in- 
The  timing  couldn’t  have  been  worse  for  an  vestigations,  one  thing  is  clear:  Advertisers 

industry  that  is  already  flip-flopping  through  demand  restitution.  And  the  faster  the 


Three  strategies 

From  the  start,  the  three  companies  hit 
hardest  —  Tribune,  Belo,  and  Hollinger  — 
contemplated  taking  millions  of  dollars 
worth  of  pre-tax  charges  to  set  aside  toward 
make-goods.  The  similarities  end  there. 
How  each  company  is  currently  handling 
advertisers  is  a  study  in  contrasts. 


BELO:  Since  early  August,  executives  have 
been  working  fast  and  furious  to  address 
the  situation.  At  that  time,  they  set  aside  $23 
million  and  by  mid-month  the  company 
announced  it  was  going  to  scratch  out  about 
19,000  checks  to  advertisers  that  bought 
the  Sunday  paper,  equal  to  10%  of  their  total 
Sunday  advertising  expenditures  from  Au¬ 
gust  2003  through  July  2004.  This  was  an 


48  EDITOR& PUBLISHER  NOVEMBER  2004 


www.editorandpublisher.com 


TOP  25  ADVERTISERS  IN  ‘NEWSDAY’ 


Company 

Jan.-Aug.2004 

2003 

2002 

Honda  Motor  Co.  Loc.  Dir. 

$18,226,400 

$17,216,000 

$10,851,900 

Toyota  Motor  Corp.  Loc.  Dir. 

$13,356,600 

$16,586,100 

$16,314,600 

Nissan  Motor  Co.  Loc.  Dir. 

$13,287,700 

$16,382,200 

$13,200,900 

General  Motors  Corp.  Loc.  Dir. 

$13,240,000 

$13,339,800 

$11,275,700 

Hyundai  Corp.  Loc,  Dir. 

$13,124,400 

$13,661,400 

$11,834,900 

Federated  Dept.  Stores 

$11,502,500 

$17,455,300 

$18,087,500 

Time  Warner 

$9,700,500 

$10,727,900 

$8,613,700 

Verizon  Communications 

$8,496,200 

$9,737,600 

$6,990,600 

ILife.com 

$7,033,900 

$6,434,300 

$5,595,000 

PC  Richard  &  Son 

$6,458,000 

$11,418,200 

$12,264,300 

DaimlerChrysler  AG  Loc.  Dir. 

$6,220,700 

$8,497,300 

$6,760,400 

Ford  Motor  Co.  Dir.  Assn. 

$6,119,900 

$5,911,900 

$3,103,900 

Sprint  Corp. 

$5,575,700 

$6,551,000 

$4,872,100 

AT&T  Wireless  Service 

$5,495,400 

$7,680,200 

$7,608,900 

Target  Corp. 

$5,375,500 

$7,033,400 

$5,611,000 

Ford  Motor  Co.  Loc.  Dir. 

$5,170,100 

$6,419,000 

$4,928,800 

General  Motors  Corp.  Dir.  Assn. 

$4,809,300 

$5,322,700 

$2,490,100 

Sleepy’s 

$4,491,800 

$5,459,700 

$3,210,700 

Best  Buy  Co. 

$4,478,500 

$8,083,200 

$7,730,700 

J.C.  Penney  Co.  Inc. 

$4,377,600 

$6,227,300 

$6,225,000 

General  Motors  Corp. 

$3,666,800 

$843,800 

$2,471,900 

SBC  Communications 

$3,643,500 

$4,202,200 

$2,304,300 

Walt  Disney  Co. 

$3,294,000 

$5,666,300 

$5,135,900 

Mitsubishi  Motors  Corp.  Loc.  Dir. 

$3,106,000 

$1,320,000 

$936,400 

Kohls  Corp. 

$3,087,700 

$3,878,400 

$3,780,200 

extra  on  top  of  a  “credit  bank”  for  future  ad¬ 
vertising  that  equaled  5%  of  total  advertising 
expenditures  for  the  same  time  period. 

According  to  TNS  Media  Intelligence/ 
CMR,  the  top  50  advertisers  in  the  Morning 
News  spent  roughly  $233  million  for  the 
months  of  January  through  August  2004; 
that  same  group  of  advertisers  spent  $330 
million  in  all  of 2003. 

By  the  end  of  September,  Belo  Chairman, 
President,  and  CEO  Robert  Decherd  told 
a  group  of  analysts  and  journalists  that  all 
19,000  checks  had  been  mailed  or  hand- 
delivered  between  Aug.  20  and  Aug.  30  and 
that  74%  of  the  checks  had  cleared,  repre¬ 
senting  63%  of  the  dollars  (or  $19.6  million). 
This  figure  did  not  include  the  900  checks 
that  had  been  returned  as  “undeliverable.” 

If  those  checks  were  included  in  the  count, 
nearly  4,000  remained  at  large.  Approxi¬ 
mately  $600,000  worth  of  advertising  has 
been  published  under  the  5%  credit  bank. 

Belo  did  not  attach  any  waivers  to  the 
checks  that  might  have  prevented  future 
actions  against  company.  Advertisers  did 
not  request  the  money,  it  was  just  sent,  and 
they  were  fiw  to  do  with  it  as  they  wished. 
Decherd  said  that  “in  two  instances  advertis¬ 


ers  returned  their  checks ...  and  in  one  case, 
asked  that  the  check  be  donated  to  Dallas 
Morning  News  charities.” 

TRIBUNE:  A  different 
strategy  unfolded  at  the 
Tribune  Co.  First,  it  put 
a  range  of  $80  to  $95 
million  in  its  coffers  to 
address  make-goods  for 
both  Newsday  and  Hoy. 

On  Sept.  13,  Newsday 
sent  out  more  than 
40,000  letters  to  advertis¬ 
ers  extending  settlement 
agreements,  a  few  days 
after  the  company  an¬ 
nounced  deeper  circ  problems. 

E^P  obtained  one  of  the  letters  sent  to 
advertisers.  In  this  particular  agreement, 
Newsday  said  it  would  apply  an  uncondition 
al  credit  or  cash  of  $3,387.00,  representing 
5.15%  of  the  advertiser’s  total  spending 
from  Jan.  1, 2002  through  March  31, 2004. 
In  addition,  the  paper  offered  another  un¬ 
conditional  credit  equal  to  5.15%  of  “total  in¬ 
paper,  net  advertising”  spent  during  April  1, 
2004  to  Sept.  30, 2004  which  would  show 


up  on  an  October  statement. 

There  is  a  catch:  The  advertiser  must 
waive  any  rights  to  sue  Newsday.  The  paper 
is  currently  facing  two  massive  advertiser 
lawsuits,  one  from  a  group  of  auto  dealers 
suing  for  $125  mOlion  and  the  other  from 
a  group  of  10  Long  Island  advertisers  to 
the  tune  of  $100  million. 

In  early  October,  Newsday  Publisher  Tim 
Knight  said  only  three  out  of  10  of  his  news¬ 
paper’s  largest  advertisers  had  agreed  to  the 
settlement  terms.  According  to  TNS  Media 
Intelligence/CMR,  the  10  largest  advertisers 
in  Newsday  from  January  through  August 
2004  collectively  spent  roughly  $114  million 
in  that  time  jjeriod. 

When  asked  if  30%  was  considered  a  low 
acceptance  rate,  Newsday  spokesman  Stu 
Vincent  said,  “These  are  complicated  negoti¬ 
ations  that  often  require  multiple  communi¬ 
cations  within  each  company,  as  well  as 
approval  by  their  legal  departments.” 

In  addition  to  the  three  largest  advertisers, 
Knight  also  reported  that  13,500  others 
“accepted,  s’^ned,  and  returned  our  resolu¬ 
tion  settlements.”  He  went  on  to  say  in  the 
letter  that  the  resolutions  are  “proceeding 
ahead  of  expectations.” 

Tribune’s  other  New  York  area  paper. 

Hoy,  has  just  begun  to  address  the  issue. 
Some  of  the  advertisers  that  Newsday  is 
dealing  with  cross-over  with  Hoy,  confirms 
Tribune  spokesman  Gary  Weitman. 

Interim  Hoy  Publisher  Digby  Solomon 
Diez  is  working  through  the  process  of 
contacting  advertisers.  “So  far  the  reaction 
is  good  and  we  look  forward  to  concluding 
the  conversations  soon,”  says  Solomon  in  a 
statement.  “Hoy  continues  to  receive  new 
interest  from  advertisers.  Several  existing  na¬ 
tional  customers 
have  extended 
their  contracts 
with  Hoy's  New 
York  edition; 
and  we’ve  secured 
new  commit¬ 
ments  from  local 
New  York  adver¬ 
tisers,  also.” 

HOLLINGER:  The  Chicago  Sun-Times 
might  have  been  the  first  paper  to  come 
forward  with  problems,  but  it’s  the  last  to 
formally  approach  advertisers.  Hollinger 
International  did  announce  it  was  taking  a 
$27-million  charge  towards  compensation. 

Out  of  all  three  papers,  the  Sun-Times  is 
expected  to  feel  the  brunt  of  the  circulation 
scandals,  says  Leo  Kivijarv,  vice  president 
and  research  director  at  PQ  Media,  mostly 
because  the  paper  is  also  dealing  with  the 
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alleged  wrongdoings  of  its  former  top  execu¬ 
tives.  (Calls  to  the  Sun-Times  were  not  re¬ 
turned  by  press  time.) 

Cash  or  credit? 

contacted  at  least  25  advertisers  and 
media  firms  throughout  the  country,  from 
big  players  like  Verizon  Communications 
to  local  accounts  like  Freeds  Furniture  in 
Dallas  and  Prudential  Douglas  Elliman  Real 
Estate  in  Long  Island.  Many  chose  not  to 
respond. 

One  furniture  advertiser  in  the  Morning 
News  who  asked  not  to  be  named  confirmed 
that  he  received  a  check  from  Dallas,  but 
declined  to  comment  further  because  “we’re 
just  starting  a  relationship  with  them.” 

Kevin  Bums,  director  of  operations  and 
clinical  services  at  Carter  Eye  Center  in 
Dallas,  who  also  advertises  in  \he  Morning 
News,  said  he  wasn’t  even  aware  of  what  was 
going  on  with  the  paper  and  acknowledged 
he  had  not  received  a  check  or  letter  from 
Belo  —  nor  was  he  aware  if  his  advertising 
agency  (which  he  declined  to  name)  that 
handles  his  account  received  compensation. 

ZenithOptimedia  Services,  a  New  York 
media  service  firm  that  claims  Verizon, 
BMW,  General  Mills,  and  United  Airlines 


as  clients,  is  cautious  when  responding  to 
inquiries  over  the  response  of  Newsday  and 
the  Morning  News.  “That  becomes  a  matter 
between  ourselves  and  our  clients  and  the 
newspapers,”  CEO  Rich  Hamilton  says. 
“These  are  strong  newspapers  in  their  mar¬ 
kets  and  I  want  to  state  in  general,  we  will 
and  have  obtained  satis- 


Hamilton  further  adds  that  so  far,  the 
process  of  sorting  out  make-goods  and 
receiving  an  explanation  that  circulation 
shenanigans  won’t  happen  again  have  been 
“fine.”  He  wouldn’t  comment  if  the  problems 
of  the  summer  would  affect  future  negotia¬ 
tions.  “I  would  express  the  hope  that  the 
partnerships  will  continue,”  he  says. 


factory  or  more  than  satis¬ 
factory  compensation.” 


-RICH 


HAMILTON/CEO.  ZenithOptimedia 


Make-goods  are  a  common  form  of 
advertising  compensation.  It’s  not  unusual, 
for  example,  for  a  television  advertiser  to 
receive  a  credit  or  cash  towards  a  spot  if  a 
show  didn’t  reach  the  agreed-upon  rating. 
When  this  happens  with  newspapers,  make¬ 
goods  are  usually  in  the  form  of  credit  going 
forward  or  additional  space.  “Given  a  choice 
between  credit  or  cash  is  obviously  a  strategic 
business  decision,”  says  Jon  Swallen,  vice 
president  of  research  at  TNS  Media  Intelli¬ 
gence/  CMR  in  New  York. 

PQ  Media’s  Kivijarv  says  that  both  the 
Morning  News  and  Newsday  are  better  posi¬ 
tioned  to  deal  with  cash  make-goods,  be¬ 
cause  both  papers’  parent  companies  own 
television  stations.  Hollinger,  however,  will 
have  a  harder  go  of  it,  simply  because  it’s 
strictly  a  print-media  company,  he  says. 

Unsolicited  cash  is  surely  one  way  to 
smooth  the  road  to  future  deals.  The  furni¬ 
ture  advertiser  in  the  Morning  News  who  did 
not  wish  to  be  named  says,  “Was  I  surprised 
by  the  return  of  money?  I’m  happy.” 

Campbell  says  those  in  The  New  Car  Deal¬ 
ers  Association  were  also  pleased:  “Anytime 
you  get  a  check  in  the  mail  you’re  happy  — 
particularly  with  no  strings  attached  to  it. 
They  gave  us  a  letter.  It’s  a  good-faith  effort. 


V  N  N  tf  r  \  t  I  \  t.. 


The  McCandlish  Phillips 
Chair  of  Journalism 


McCancHish 
Phillips  in 
the  New 
York  Times 


The  World  Journalism  Institute  is  proud  to  announce  the  creation 
of  The  McCandlish  Phillips  Chair  of  Journalism. 

The  chair  is  named  for  the  legendary  journalist  of  the  New  York  Times,  John 
McCandlish  Phillips.  Praised  by  such  prominent  Timesmen  as  GayTalese,  A.M. 
Rosenthal,  Arthur  Gelb  and  Marvin  Siegel,  Phillips  wrote  for  the  Times  in  the  '50s, 
'60s,  and  '70s  and  is  the  embodiment  of  an  elite  Journalist  who  follows  Jesus. 


The  holder  of  this  chair  will  be  appointed  by  the  director  of  the  Institute  and  will  be  responsible  for  teaching 
the  core  elements  of  Journalism  to  aspiring  Journalists  of  faith  in  each  of  the  Institute's  courses. 

World  Journalism  Institute  exists  to  recruit,  train,  place  and  encourage  Journalists  of  faith  in  the  mainstream 
newsrooms  of  America. 


World  Journalism  Institute  •  Robert  Case,  Director  •  bcase@worldJi.com 
P.O.  Box  2330  •  Asheville,  NC  28802  •  (828)  232-5255  •  www.worldji.com 
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. . .  They’re  working  real  hard  to  maintain  i 
this  relationship.  In  terms  of  the  dealers, 
we’re  still  going  to  have  a  newspaper  in 
this  town,  and  we’re  going  to  advertise  in 
this  newspaper.” 

No  one  that  E^P  spoke  to  would  reveal 
the  amount  or  percentage  of  the  checks 
or  settlement  offers  made.  Campbell  says 
that  among  his  dealers,  the  sum  depended 
on  how  much  and  how  often  the  dealer 
advertised  with  the  paper.  Newsday’s 
Vincent  explains  that  the  settlement  offers 
varied  across  advertisers  as  well. 

Though  the  Morning  News  sent  checks 
with  no  restrictions,  there’s  still  concern 
among  analysts  and  investors  that  those 
remaining  4,000  checks  —  and  even  those 
advertisers  that  accepted  them  —might 
signal  unrest  in  the  advertising  communi¬ 
ty.  Steven  Barlow,  an  analyst  with  Pruden¬ 
tial  Securities,  raised  the  question  during 
the  recent  Belo  conference  call.  Decherd 
brushed  off  any  worries,  saying  that  the 
company  views  the  checks  that  have  been 
cashed  as  a  “very  positive  sign”  and  a  “vote 
of  confidence”  from  advertisers. 

Like  Newsday,  Belo  is  embroiled  in 
class-action  lawsuits.  Unlike  the  situation 
Newsday  faces,  these  have  been  filed  by 
shareholders,  not  advertisers.  Doling  out 
checks  and  make-goods  doesn’t  safeguard 
the  company  against  any  future  litigation. 

Campbell  for  his  part  is  watching  the 
class-action  suits  against  Newsday.  “This 
is  Dallas,  Texas,  and  we  do  business  differ- 

four  years  of  stagnant  growth.  Publisher 
Moroney  and  Decherd  both  insist  that  the  | 
cuts  would  have  happened  regardless  of  ! ! 
the  circulation  crisis.  I  i 

Meanwhile,  Newsday  has  to  deal  with  | 
hard-hit  circulation  numbers— about  16%  1 

lower  —  while  fending  off  lawsuits.  Pub-  | 
lisher  Knight  even  took  the  unusual  step  j 
of  instituting  a  rate-base  guarantee  —  a  | 
practice  common  with  magazines  but  I 

virtually  unheard  of  with  newspapers.  If  | 

Newsday  doesn’t  make  its  rate  base,  it  j  j 

forces  them  to  pay  back  cash  or  credit  i ! 

for  the  amount  it  didn’t  reach.  ' 

The  real  fallout,  however,  is  that  circula-  ' 
tion  in  general  is  dropping.  And  while  it’s  ;  j 

a  slow-moving  trend,  more  and  more  ;  i 

advertisers  are  growing  weaiy.  I 

“It’s  interesting  for  me  to  watch  an  ! 

industry  through  transition,”  Campbell  I 

of  the  New  Car  Dealers  Association  says.  i 

And  while  he  admits  to  being  a  newspaper  ^  | 
enthusiast,  he  thinks  about  the  future  | ! 

of  newspapers  in  ways  that  go  beyond  i  i 

rate-card  increases  or  circulation  flaps: 

“Going  forward,  dealers  are  going  to  have 
to  adjust  their  advertising  strategy.”  11  j  | 
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ently  here.  It’s  a  real  fnendly  atmosphere.”  Drewry,  the  newspaper  analyst  from 
He  later  added:  “At  this  point  there’s  Credit  Suisse  First  Boston,  asked  Belo’s 
no  legal  action  hanging  out  there.  At  this  Decherd  about  the  potential  2005  growth 
point.”  rate  in  ad  revenue  in  Dallas.  “It’s  clear  to 

us  now  that  it’s  going  to  be  a  little  bit 

Hope  for  the  future?  longer  before  the  market  is  growing  at  the 

It’s  too  early  to  tell  what  the  circulation  rates  we  want  it  to  grow,”  Decherd  replied 
flaps’  long-term  effects  will  be  on  the  later,  adding  that  rate  reductions  were  not 

newspapers  involved,  as  well  as  the  impact  in  the  plan. 

they  will  have  on  the  industry  in  terms  of  Indeed,  Belo  announced  on  Sept.  29 
advertising  revenue.  that  it  was  going  to  shed  250  jobs  mostly 

During  the  conference  call,  William  from  the  Mommg  News,  due  mainly  to 
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TOP  25  ADVERTISERS 

IN  ‘THE  DALLAS  MORNING  NEWS’ 

Company 

Jan.-AuR.  2004 

2003 

2002 

DaimlerChrysler  Dir.  Assn. 

$12,814,100 

$33,951,600 

$23,914,200 

Fry’s  Electronics 

$11,896,800 

$14,794,800 

$13,683,100 

Ford  Motor  Co.  Loc.  Dir. 

$11,755,700 

$18,598,100 

$21,486,400 

May  Department  Stores  Co. 

$10,997,100 

$21,366,400 

$21,889,500 

Verizon  Communications 

$9,879,900 

$9,065,500 

$8,763,800 

General  Motors  Corp.  Loc.  Dir. 

$9,157,700 

$13,831,300 

$17,948,100 

Rooms  to  Go 

$7,998,100 

$8,080,300 

$6,903,900 

General  Motors  Corp. 

$7,719,200 

$5,253,000 

$3,972,400 

SBC  Communications 

$7,546,600 

$10,387,000 

$9,894,000 

Dillard 

$7,266,800 

$14,335,400 

$18,320,400 

J.C.  Penney  Co.  Inc. 

$7,151,400 

$16,909,700 

$14,493,000 

General  Motors  Corp.  Dir.  Assn. 

$6,819,900 

$3,511,700 

$4,721,400 

Sports  Authority 

$6,773,300 

$9,776,600 

$11,436,300 

Sprint  Corp. 

$6,007,700 

$10,421,300 

$5,954,600 

Comcast  Corp. 

$5,841,400 

$1,610,800 

$650,700 

DaimlerChrysler  AG  Loc.  Dir. 

$5,835,700 

$11,317,700 

$18,596,300 

AT&T  Wireless 

$5,713,100 

$11,770,500 

$9,344,500 

Sears  Roebuck  &  Co. 

$4,818,300 

$3,516,200 

$10,577,800 

Toyota  Motor  Corp.  Loc  Dir. 

$4,477,100 

$5,837,200 

$6,525,200 

City  of  Dallas 

$4,139,000 

$5,823,800 

$5,994,500 

Nissan  Motor  Co.  Loc.  Dir. 

$4,038,900 

$6,937,200 

$8,544,800 

Kohls  Corp. 

$3,937,900 

$3,117,300 

$11,564,600 

Best  Buy  Co. 

$3,717,700 

$6,929,000 

$8,139,100 

Target  Corp. 

$3,629,600 

$6,479,100 

$5,967,600 

Pep  Boys  Manny  Moe  &  Jack 

$3,219,200 

$372,300 

$257,100 

Source 

TNS  Media  Inteiligence/CMR 

(With  an  instant  return  on  investment  you’ll  never  forget.) 


^  Z-i  V  1  I  ■  from  Pressline  Services: 

M  Use  less,  save  more.  Pressline  Services’ 
Wm  ^  HIHH  ■  exclusive  Retro  21”  cutoff  technology  effectively 
reduces  page  sizes  through  innovative  engineering,  saving  substantial 
tons  of  newsprint  each  year.  This  revolutionary  breakthrough  will  increase 
your  savings  and  provide  an  immediate  return  on  investment.  It  all  adds 
up  to  a  big,  unforgettable  boost  to  your  bottom  line.  For  complete 
details  on  Pressline  Services’  exclusive  Retro  21"  cutoff  technology,  call 
314'533-0080  today.  www.pressiiiiesMrvic«s.coiii. 


The  proof  is  in  the  savings. 


Cutoff  Reduction 

From  239/16  to  21" 
From  223/4"  to  21" 
From  22"  to  21" 


Newsprint 

Savings/Year 

107/8% 

71/2% 

41/2% 


(<0  Pressline 
Services 

P.O.  Box  15196,  St.  Louis,  Missouri  631100196 
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Reviewing  floorplans 


for  The  Advocate, 


from  left:  Technology 


Director  Richard 


Shurley,  Publisher 


Douglas  Manship  Jr, 
and  Operations 


Baton  Rouge  daily’s  business  offices, 
newsroom  move  in  May;  production 
'^and  distribution  move  in  2006 
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BY  JIM  ROSENBERG 


Three  years  after  buying  the  State-Times  and  co¬ 
founding  Capital  City  Press  in  Baton  Rouge,  La.,  in  1909, 
journalist  Charles  P.  Manship  bought  out  his  partner  and 
moved  his  operations  to  larger,  more  attractive  quarters. 
Then,  in  1953,  a  few  years  after  his  son  Charles  took  over  as  publish¬ 
er,  the  growing  business  moved  to  its  then-new  and  larger  current 
site  in  that  city. 

Two  years  later ,  Charles’  brother,  Douglas,  established  WBRZ-TV, 

just  as  their  father  had  moved  into  radio  in  follows  the  same  pattern  of  growth  —  both 

its  early  years.  After  Douglas  took  over  as  in  the  breadth  of  its  businesses  and  the  size 

newspaper  publisher,  he  moved  the  compa-  ofits  facilities,  even  as  changing  markets 
ny’s  production  and  distribution,  in  1982,  and  media  models  led  to  consolidation  and 

to  a  separate  and  new,  $25-miDion  plant  convergence. 

with  double  the  press  capacity,  mechanical  The  State-Times  ended  publication  in 

inserting  and  bundling,  and  computerized  1991,  but  The  Advocate  —  a  name  used  by 

circulation.  three  other  dailies  variously  associated  with 

The  Manship  family" s  third  generation  the  State-Times  over  the  years  —  survives. 


Charles  Manship  Sr.  launched  the  current 
newspaper  as  the  Morning  Adxxxate  in 
1925,  providing  more  regional  reach  than 
the  city-centric  State-Times. 

In  1996,  Douglas  L.  Manship  Jr.  was 
appointed  Capital  City  Press’  new  media 
director,  after  having  led  development 
of  the  online  edition  of  the  Advocate.  As 
the  century  was  ending,  he  was  named 
AdxMcate  publisher. 

Last  spring,  Manship  consolidated  the 
Web  sites  of  the  96,265-circulation  (121,447 
Sunday)  Advocate  and  WBRZ-TV  News. 
Next  spring,  the  resulting  new  media/on- 
line  department  and  the  information  tech¬ 
nology  staff  will  have  a  floor  to  themselves 
in  a  nevi  Advocate  headquarters. 

Approximately  7V2  miles  by  highway 
from  the  current  downtown  building,  that 
location  is  less  than  a  quarter  of  a  mile  from 
the  current  Bluebonnet  Boulevard  produc¬ 
tion  plant  —“literally  across  the  railroad 
track  from  one  another,”  says  Manship. 


A  Full  Service  Suppu! 
the  Printing  Industry. 


From  sales  to  service  and  everything  in  between,  DGM  is  the  printing 
industry’s  premier  luU  service  provider.  DGM  offers  a  complete  line  r'— 
of  single  width  presses-the  DGM  430,  DGM  Adv^antage,  DGM  440, 

EXjM  850,  DGM  870,  and  a  full  complement  of  folder  lines. 

DGM  is  the  only  U.S.  supplier  to  support  a  large  on-staff  engineering  ^  ^ 

team-as  well  as  mechanical  and  electrical  turnkey  installations,  r“- 

press  commissioning,  customized  training  programs,  and  the  on-site  r--' 

tutorial  school,  CMYK  University.  r 

DGM  excels  in  after  market  services  and  parts  support,  y 

guaranteeing  1(X)%  parts  coverage  for  all  products  sold,  and 

^  a  24/7  emergency  service/parts  hotline.  ^  ^ 

This  level  of  commitment  to  the  industry  and  to  the  production  of  quality 
products  manufactured  in  the  USA,  makes  DGM  the  industry  bench- 
mark  for  suppliers  to  the  graphic  arts. 

CommitmentAt's  not  just  a  word.  It’s  our  philosophy. 


Dauphin  GrapMc  Machiiies,  hic. 

1.800.DGM.6119  or  717.362.3243 
www.dauphingraphic.com 


PAMARCO 

TECHf^CXillS.  INC. 


About  a  year  later,  production  and  distribu-  incentive  for  more  aggressive  sales,  he  says  I  ability  to  make  and  act  on  decisions  quickly, 

tion  get  their  owm  new  home  at  a  site  man-  j  they  havejust  completed  the  transition  i  McClier  plunged  into  a  feasibility  study 

agement  hopes  to  select  by  year’s  end.  !  from  mostly  salary-based  pay  to  mostly  |  in  light  of  product  plans  for  the  “foreseeable 

commission.  “We’ve  seen  a  lot  of  rewEU’ds  I  fiiture”  and  working  up  information  to 

Space,  savings,  and  revenue  for  those  efforts”  in  new  revenue,  he  adds.  |  determine  a  return  on  investment.  Ready 

When  management  originally  considered  i  The  paper  also  hired  more  sales  reps  and  !  in  just  over  three  months,  it  defined  “what 
a  new  building,  says  Operations  Director  pursues  advertising  from  more  small  busi-  I  their  capital  project  would  look  like.”  Fur- 

Kirk  Fisher,  it  thought  only  about  a  future  I  nesses  —  sales  to  which  are  up  3%  to  4%  i  ther  analysis  sought  to  justify  the  project 

production  plant.  But,  he  says,  “it  became  |  from  last  year,  Fisher  reports.  “That’s  really  based  on  optimizing  the  current  operation, 

quickly  apparent  that  we  needed  an  admin-  where  the  growth  in  advertising  has  to  according  to  McClier  Vice  President  Don 

istrative  facility  as  well.”  come  from,”  says  Manship,  who  thinks  such  !  Mills.  Product  planning,  he  says,  explored 

For  various  reasons,  including  the  pres-  businesses  “will  benefit  immeasurably  from  j  ways  to  enhance  various  attributes  of  the 

ence  of  asbestos,  the  paper’s  twice-expand-  spending  some  of  those  dollars  in  the  nevre-  |  paper  and  increase  revenues  “if  the  con¬ 
ed  downtown  offices  cannot  easily  be  paper”  rather  than  on  radio  or  television.  j  straints  of  the  current  system  were  un¬ 
upgraded  or  expanded,  Fisher  says.  “We  The  new  plant  is  expected  to  yield  addi-  i  done.”  That  effort  was  followed  by  a  look  at 

simply  ran  out  of  space,”  adds  Manship.  i  tional  savings  and  income  through  a  reduc-  :  the  entire  undertaking,  including  a  new 
'The  plant’s  red  and  blue  presses  mix  old  tion  to  a  50-inch  newsprint  web  and  the  plant,  in  order  to  develop  a  business  plan 

Goss  Mark  I  and  II  letterpress  equipment  availability  of  color,  respectively.  Though  and  the  options  needed  to  achieve  it. 

(12  units  moved  from  the  old  downtown  :  Manship  expressed  satisfaction  with  the  j  Rejecting  department-only  assessments 
pressroom,  and  12  more  that  were  added),  letterpress  work  the  crew  is  able  to  deliver,  j  in  favor  of  looking  at  an  entire  production 

as  well  Crabtree  Vickers  Civilox  keyless  a  new  offset  press  should  enable  production  i  system  and  its  interdependencies  to  im- 


19th-century  structure  housed  State-Times 
when  Charies  Manship  Sr.  bought  it  in  '09. 


Two  blocks  away,  Capital  City  Press  built  its  cur-  The  Advocate’s  business  and  editorial  operations 

rent  home  in  1953.  Production  moved  in  1982.  will  move  into  this  1982  building  next  spring. 


conversion  units.  All  that  and  some  old 
inserting  equipment,  says  a  consultant  to 
the  newspaper,  “really  doesn’t  respond  well 
to  the  market  and  product  needs  today.” 

When  Manship  announced  last  fall  the 
possibility  of  plant  and  equipment  invest¬ 
ments  ranging  from  $40  million  to  $65 
million,  he  said  the  company  would  first 
need  to  see  savings  and  raise  revenue.  Early 
retirement  offered  to  employees  over  the 
age  of  59  was  accepted  by  12  of  about  30  el¬ 
igible  staffers.  There  were  no  layoffs.  Other 
than  in  the  pressroom—  which  may  be  the 
only  area  affected  —  “we  don’t  have  any 
plans  to  lay  people  off,”  says  Manship. 

As  operations  from  platemaking  through 
packaging  are  modernized,  fewer  staffers 
will  be  required.  'The  work  of  those  who 
depart  may  be  spread  among  those  who 
remain,  says  Manship,  with  “perhaps  more 
cross  training,”  especially  in  engraving, 
press  and  plant  maintenance. 

On  the  revenue  side,  “we  were  veiy  much 
a  reactive  sales  force  for  many,  many  years,” 
Fisher  acknowledges.  Aiming  to  create 
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I  of  color  in  sufficient  quality  and  quantity. 
(The  company  already  runs  offset  at  its 
commercial  printing  business.) 

Two  projects,  two  timetables 

Recognizing  a  need  for  new  facilities  and 
equipment  is  one  thing.  Figuring  it  all  out  is 
another.  Construction  and  production  re¬ 
quirements  change  substantially  over 
decades,  and  major  projects  are  once-in-a- 
i  lifetime  events  for  independent  newspa¬ 
pers,  with  the  result  that  the  Advocate  had 
no  institutional  knowledge  to  draw  on,  says 
Fisher.  For  that  reason,  he  continues,  “it  is 
such  a  blessing  to  work  with  these  guys.” 

He’s  referring  to  McClier  Corp.  consult¬ 
ants  —  not  all  of  them  guys.  After  talking 
to  representatives  of  several  design  and 
consulting  firms  at  Nexpo  2003,  Advocate 
managers  visited  McClier  offices  and 
!  customer  sites.  They  were  determined  to 
find  the  right  partner  because,  as  Fisher 
;  notes,  the  company  hasn’t  the  resources  of  a 
i  large  newspaper  group.  At  the  same  time, 
however,  he  points  to  family-owned  firms’ 


prove  overall  performance  and  balance  1 

I  work  flow,  McClier  ewmmedi  Advocate  \ 

\  operations  from  pagination  through  distri¬ 
bution.  Getting  the  paper  to  readers  sooner 
“was  a  key  goal,”  says  Mills.  I 

McClier  outlined  expected  revenues  and  i 
!  expenses  the  project  would  incur.  “Having  I 
the  revenue  in  the  product  plan  formed 
the  backbone  of  the  project,”  Mills  says, 
i  Contributing  to  the  business  case  were  t 

waste  and  labor  reduction  and  the  ability  j 
to  employ  flexible  solutions. 

Last  February,  McClier  presented  its 
feasibUity  study  (the  business  case  for  the 
projects)  and  “End-to-End”  study  (for  re-  i 
moving  time  and  money  from  operations).  ] 
I  At  that  point,  the  relationship  between  Mc- 
1  Clier  and  the  newspaper  “expanded  signifi- 
I  cantly,”  says  Mills,  explaining  that  his  group 
helped  structure  the  process  for  the  paper  1 
and  helped  establish  “clear  expectations.” 

The  design  work  went  to  McClier  for  a  | 

:  traditional  design-bid-build  project,  rather 
i  than  a  design-build  2UTangement  in  which 
the  architectural  firm  is  responsible  for  all  , 
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work.  Discussing  the  soft  years  since  2000, 
McClier  Senior  Vice  President  Rick  Rogers 
remarks  that  “it’s  pretty  normal  when  rev¬ 
enues  are  down  [that  newspapers]  focus  on 
present  operations  rather  than  bricks  and 
sticks.”  So  McClier’s  acquisition  of  design- 
Alliance  a  few  years  ago  brought  it  a  con¬ 
sulting  business  that’s  not  only  “going  great 
guns,”  but  which  also  feeds  projects  to  the 
design  and  construction  side  of  its  business 
— just  as  happened  at  XheAdvocate. 

For  the  plant,  McClier  aided  in  site 
selection  and  equipment  evaluation.  Most 
often,  says  Mills,  press  selection  is  critical  to 
plant  design.  Six  weeks  of  programming 
quantifies  the  space  needed  for  people  and 
equipment,  something  only  estimated  in 
feasibility  studies.  This  becomes  the  basis 
for  the  actual  design  and  enables  a  rational 
final  decision  on  a  site. 

lihe  Advocate  has  chosen  the  kind  of 
press  it  will  install,  and  expects  to  name  a 
vendor  this  month.  “The  design  process  is 
under  way,”  says  Mills.  .(4rfuocate  executives 
are  very  close  to  selecting  a  site,  preparation 
of  which  is  planned  to  begin  in  February 
for  a  spring  groundbreaking. 

Decisions  made  last  winter  put  the  ad¬ 
ministrative  facility’s  project  onto  a  faster 


j  track,  and  McClier  and  thRAdxxxxite  are  far 
into  its  design. 

Classroom  to  newsroom 

In  February,  \he  Advocate  looked  at  three 
j  options:  expand  and  improve  existing  oper- 
1  ations,  build  a  greenfield  plant  only,  or  co- 
I  locate  plant  and  offices  at  a  new  site.  In  the 
I  end,  however,  management  looked  for  sep- 
!  arate  new  sites,  “decoupling”  the  adminis- 
;  tration  and  production  projects,  says  Mills, 

:  because  they  found  it  more  prudent  not 
to  upgrade  and  maintain  existing  quarters, 
only  to  relocate  them  two  years  later  after 
a  new  production  plant  was  operating.  It 
made  financial  sense  to  move  sooner,  creat- 
I  ing  a  separate  project  on  its  own  schedule. 

lAie  Advocate  wUl  lease  and  improve  a 
building  to  accommodate  administrative, 
sales  and  newsroom  operations.  Move-in  is 
!  targeted  for  next  May.  Designed  more  than 
I  20  years  ago  for  Bible  college  classrooms  on 
i  the  Jimmy  Swaggart  Ministries  campus,  the 
;  six-story  buUding  never  held  classes.  Until 
!  last  year  it  was  instead  leased  to  the  state’s 
'  Department  of  Environmental  Quality. 

There,  local  engineering  and  construction 
firms  will  execute  McClier’s  design,  and  the 
paper  will  move  into  a  125,000-square-foot 


I  structure,  “most  or  all  of  which  is  extremely 
functional,”  says  Fisher.  It’s  also  “more 
amenable  to  an  open  floor  plan,”  adds 
Richard  Shurley,  Advocate  technology 
director  and  projects  director  for  the  new 
facilities.  What’s  more,  the  paper  will  have 
j  IV2  floors  to  expand  into,  says  Manship. 

!  “The  new  building  is  basically  stretched 
I  out  in  one  big  line”  in  wings  off  a  circular 
i  center,  says  the  publisher.  Its  classroom 
design  never  called  for  many  offices,  and 
I  those  the  state  agency  put  in  will  be  re- 
I  moved.  “We’re  going  to  take  it  back,  and 
j  in  fact  make  it  more  open,”  Manship  says, 
j  On  a  “very  parklike”  site,  with  benches, 

!  trees  and  “extensive  landscaping,”  the 
I  building  also  has  more  windows  than  the 
current  location.  While  Manship  thinks  it 
I  “is  a  great  improvement  for  people  to  see 
the  outside,”  he  adds,  “They  won’t  see  the 
‘  [Mississippi]  River  —  that’s  the  bad  thing.” 
i  The  interior’s  design  will  respond  to  re- 
i  suits  of  several  interactive  “Workplace  of 
I  the  Future”  workshops  conducted  with 
!  Advocate  managers.  The  two-hour  sessions 
i  with  six  or  fewer  participants  extract  infor- 
j  mation  on  work  methods  that  is  used  to 
i  design  appropriate  workplace  layouts  and 
functionality.  The  object,  says  Mills,  is  to  try 
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to  “advance  the  business”  rather  than  repli¬ 
cate  existing  procedures  in  a  new  building. 

In  the  wired  workplace,  he  says,  furniture 
“almost  becomes  an  extension  of  the  build¬ 
ing.”  That  workplace,  he  adds,  should  be  able 
to  adapt  to  whatever  workflow  changes  occur 
over  time. 

Among  other  things,  says  Mills,  the  project 
is  “a  great  opportunity”  to  put  news  and  fea¬ 
tures  back  onto  the  same  floor.  Fisher  says 
that  in  addition  to  better  interaction  between 
the  newsroom  and  Web  staffs,  television 
cameras  in  the  newsroom  will  permit  (not 
require)  on-air  staff  interviews.  “We’re  taking 
the  necessary  steps  to  further  our  conver¬ 
gence  efforts,”  he  says,  emphasizing  that 
while  print  and  broadcast  will  not  be  physi¬ 
cally  or  organizationally  combined,  the  out¬ 
lets  will  be  able  to  better  cooperate  through  a 
“converged  platform.”  The  recently  com¬ 
bined  Advocate  and  WBRZ  News  Web  oper¬ 
ations  will  be  based  at  the  new  facility, 
although  the  station  will  keep  a  Web  director 
on  site,  according  to  Fisher. 

For  programming  and  assessing  space 
and  adjacency  needs,  McClier  Vice  President 
and  Director  of  Workplace  Strategies 
Valorie  Hargett  joined  the  project  in  early 
May,  while  Advocate  managers  were  in  the 


due-diligence  process  for  the  classroom 
building.  High-level  test-fits  of  the  building 
followed,  which  led  to  its  approval  and  to 
more  detailed  programming. 

Designing  the  future 

Last  month,  Hargett  was  in  the  midst 
of  the  design  process,  which  began  with  the 
“Workplace  of  the  Future”  sessions  to  ensure 

- that  a  design  supports 

business  goals.  Held 
over  three  days,  the 
first  were  with  execu¬ 
tives  to  discuss  strate¬ 
gic  directions,  business 
drivers  and  organiza¬ 
tional  strategy.  Depart¬ 
mental  talks  with 
Valorie  Hargett,  managers  followed. 

McClier  yP.dii^or  The  resulting 
of  workplace  strategies  ,  , 

understanding  of  the 

building  and  the  business  “culminates  in  a 
program  that  is  the  basis  for  the  space  plan¬ 
ning  and  design,”  says  Hargett.  The  actual 
layout  follows,  creating  “a  reflection  of  the 
workflow  and  culture”  of  the  organization. 
Examples  Hargett  cites  are  the  advertising 
department’s  cross-functional  structure  and 
the  technology  department’s  more  independ¬ 


ent  and  linear  functionality. 

From  a  “main  street”  down  the  length 
of  the  building,  “side  streets”  reach  all  de¬ 
partments,  as  well  as  common  areas  where 
people  from  different  departments  will  cross 
paths.  “The  Advocate  is  veiy  open  in  its  cul¬ 
ture  and  very  team  oriented,”  says  Hargett. 
“The  space  is  designed  to  support  that.” 

In  addition  to  offices,  cubicles,  meeting 
rooms  and  open  areas,  spaces  include: 
small,  conference-type  project  rooms  de¬ 
signed  and  equipped  for  a  group’s  longer- 
term  use;  huddle  spaces,  with  chairs 
clustered  for  more  informal,  quick  discus¬ 
sions;  and  a  large  multipurpose  room  which 
serves  as  the  main  break  room,  a  training  lo¬ 
cation,  and  auditorium. 

Work  has  progressed  to  the  detailed  level 
of  the  look  and  feel  of  all  components:  ceiling 
design,  flooring  pattern,  wall  covers,  furni¬ 
ture,  and  fabrics,  according  to  Hargett. 

One  of  many  goals,  she  says,  was  “to  create 
an  environment  where  that  converged 
[new-media]  group  could  function  well.” 

The  layout  supports  quick  collaboration  for 
the  “very  team-oriented  group.”  A  large  flat- 
screen  “media  wall”  monitor  gives  its  Web 
site,  www.2theadvocate.com,  or  any  other 
desired  computer  display  area-wide  visibility. 
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I  Although  the  new-media  staff  will  have  its 

own  space,  plans  call  for  “touch-down  sta¬ 
tions”  in  the  newsroom  and  advertising  de¬ 
partment,  where  Web  staffers  can  regularly 
check  in  or  meet  with  downstairs  colleagues. 

A  quick  tour  of  the  building  next  spring 
may  go  something  like  this: 

The  main  entrance  gives  onto  a  circular 
lobby  featuring  a  one-stop  customer-service 
desk  for  taking  walk-in  classified  ads  and  an¬ 
nouncements,  handling  subscription  and  de¬ 
livery  issues,  and  selling  anything  from  coffee 
mugs  to  back  issues  and  pboto  reprints. 

Interview  rooms  suitable  for  hiring, 
selling,  even  newsgathering  are  just  off  the 
lobby.  “Part  of  that  is  a  sort  of  soft  security 
that  we’re  designing  into  the  building,”  says 
Hargett.  The  idea  is  to  put  distance  between 
busy  departments  farther  inside  the  buUding 
and  a  potentially  harmful  or  disruptive  per¬ 
son  from  the  outside,  without  giving  visitors 
any  sense  of  barriers.  The  site’s  security  staff", 
says  Hargett,  will  be  “located  at  the  lobby, 

||  but  in  a  way  that  they  are  not  obvious,”  using 
:  discreet  windows  and  video  cameras. 

Where  the  lobby  extends  into  the  “main 
:  street,”  a  museumlike  area  contains  objects 
[  —  perhaps  a  Linotype  machine  —  and  pages 
I  and  photos  from  the  newspaper’s  history. 

[  Off  the  main  corridor  are  the  multipurpose 
i  room,  shipping  and  receiving,  the  credit 
[  office,  educational  services,  human  re- 
\  sources,  and  marketing.  Retail  and  classified 
advertising,  along  with  the  supporting  cre- 
i  ative  group,  occupy  the  second  floor.  Above 
f  are  the  finance  and  circulation  departments, 
the  boardroom,  and  offices  for  the  publisher, 
operations  director  and  technology  director, 
i  The  newsroom  is  on  the  fourth  floor  and 
new  media/ online  and  information  technol- 
^  ogy  will  share  half  of  the  fifth  floor, 
h  The  newsroom  runs  a  DewarView  editori¬ 


al  system,  the  developer  of  which  sold  his 
firm  to  a  former  owner  of  Atex,  which  itself 
eventually  passed  into  other  ownership. 
SimUarly,  the  supplier  of  the  classified  ad 
department’s  CompuClass  system  became 
part  of  a  larger  organization.  Both  run  on 
platforms  from  Digital  Equipment  Corp. 

(also  .since  acquired),  which  re-entered  the 
new'spaper  systems  business  in  the  early 
1990s  by  handling  CompuText  and  Dewar 
installations  and  some  business.  For  several 
years,  consultant  and 
former  DEC  employee 
Rick  Marshall  has  sup¬ 
ported  those  Advocate 
systems. 

“We’re  looking  at 
refitting  our  entire 
paper,”  says  Fisher, 
adding  that  such  a 
costly  undertaking  will 
be  carried  out  in  stages. 

“The  systems  are 
scheduled  for  replacement  no  matter  what 
we  do  with  the  buildings,”  explains  Manship. 
In  the  meantime,  a  conversion  of  DewarView 
to  Windows  XP  on  the  desktop,  he  adds, 
may  help  “keep  it  alive  a  little  longer.” 

Buy  now,  build  in  spring 

Tlie  existing  plant  may  sit  by  a  railroad 
track  close  to  the  new  headquarters  site,  but 
it  is  inadequate  for  the  desired  production 
and  distribution.  It  encloses  120,000  square 
feet,  but  “some  of  that  is  unusable,”  says 
Fisher.  Manship  calls  the  new  plant’s  loca¬ 
tion  “a  critical  decision  that  will  have  to  be 
made  fairly  rapidly.”  (At  E^Fs  deadline,  a 
schematic  design  review  was  under  way  for 
a  plant  at  one  favored  location.) 

Equipment  selection  is  still  in  progress, 
but  the  Advocate  has  some  idea  of  the 


amount  of  land  and  steel  it  can  use. 

“We  know  we  need  roughly  a  minimum  of 
13  acres  [and]  no  more  than  18  or  20,”  says 
Manship,  who  would  consider  as  much  as  25 
acres  at  “a  really  wonderful”  site.  “We  would 
prefer  to  stay,  obviously,  in  the  Parish.  But 
we  would  like  to  stay  in  the  city ...  if  at  all 
possible.”  As  for  raU  delivery  of  newsprint, 
the  publisher  says  that  “in  all  likelihood,  that 
will  not  be  possible.”  Trucking/storage  op¬ 
tions  are  being  weighed.  “I’m  coming  to  the 
conclusion  that  the  world  will  not  end  with¬ 
out  a  railroad  track,”  Manship  says.  “Most 
of  the  available  acreage  does  not  have  that.” 

For  its  doublewide  offset  press,  Fisher 
says,  “we’re  looking  at  64  couples,”  —  but 
not  configured  solely  for  four-color  work. 

Press  selection  ties  into  process  flow, 
modeling  newspaper  work  so  that  a  plant’s 
form  follows  its  function,  says  McClier  Pro¬ 
ject  Director  Todd  Heirls.  Also  important  to 
Capital  City  Press  is  the  plant’s  appearance, 
and  the  image  of  the  company  it  conveys. 
“One  of  their  fundamental  concerns  is  how 
that  building  is  viewed,”  says  Heirls. 

Now  “in  the  latter  stages”  of  equipment 
selection,  says  Heirls,  the  Advocate  has  re¬ 
quested  bids  from  two  press  makers  for  a 
four-page-across,  one-page-around  (4-by-l) 
press.  “I  would  like  to  have  a  letter  of  intent 
signed  by  early  to  mid-November,”  says 
Manship,  who  wants  to  run  parallel  with  the 
existing  plant  for  up  to  six  weeks.  With  18 
months  needed  to  build  and  deliver  a  press, 
says  Mills,  “that  puts  us  right  on  schedule.” 

McClier  Senior  Technical  Director  Scott 
Sherrick  arranged  attendance  by  Manship, 
Shurley  and  Fisher  at  the  huge  drupa  trade 
show.  Nexpo  was  a  month  later,  but  Mills 
notes  that  unlike  the  quadrennial  event  in 
Germany  (where  suppliers  often  host  visits 
to  their  factories),  “Nexpo  doesn’t  have  a  lot 


Todd  Heirls,  McClier 
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of  press  hardware  on  display  anymore.” 

And  in  what  Manship  describes  as  “a 
horribly  long  and  exhausting  trip  around 
the  world,”  the  production  director  and 
pressroom  and  maintenance  supervisors 
visited  4-by-l  sites  in  Hawaii  (MAN  Roland 
Regioman)  and  Australia  (Goss  Interna¬ 
tional  Uniliner  S)  and  factories  of  MAN 
and  Koenig  &  Bauer  AG  in  Germany  and 
Goss  in  Nantes,  France. 

Such  “straight-only”  presses  became  can¬ 
didates  during  product  planning,  when  “it 
became  clear  we  didn’t  need  to  preserve  the 
collect  capability,”  says  Fisher.  They  also  use 
as  little  as  half  the  number  of  plates  needed 
by  two-around  doublewides  —  a  boon  to 
tbe  Advocate  and  others  considering  digital 
platesetting,  with  its  costlier  plates. 

Putting  it  ail  together 

For  freestanding  ads,  old  drum  inserters 
will  give  way  to  GMA’s  faster  SLS-3000 
systems.  To  move  bundles,  cart  and  pallet 
systems  are  under  study.  Because  lead  time 
for  mailroom  equipment  isn’t  as  long  as  for 
the  press,  says  Manship,  his  paper  is  not  as 
far  along  in  specifying  post-press  systems. 

Estimating  75%  oiAdxxxate  copies  circu¬ 
late  in  a  core  market  in  and  around  East 
Baton  Rouge  Parish,  Mills  says  the  paper 
also  enjoys  “pretty  large  statewide  circula¬ 
tion,”  relying  on  wholesalers  to  transport 
copies  as  far  as  five  to  six  hours  away. 

Any  zoning  now  is  accomplished  by  ad¬ 
vance  runs.  Product  is  staged  in  the  field, 
“and  at  that  point  we  would  just  blast  out 
the  main  run,”  says  Fisher. 

'Das  Advocate  now  makes  two  edition 
changes  and,  given  the  market’s  growth, 
is  “looking  to  go  to  four  immediately  upon 
start-up”  of  the  new  plant,”  says  Fisher. 
When  that  happens,  he  continues,  the 
entire  distribution  network  will  change. 

The  paper’s  two  current  distribution 
centers  won’t  fill  its  future  needs,  which 
include  individual  carrier  stations  for 
assembly.  As  many  as  five  more  centers  are 
planned,  as  are  possible  change  to  routes, 
according  to  Fisher.  Although  distribution 
centers  will  be  set  up  for  the  core  circula¬ 
tion  area,  says  Mills,  Arfuocate  drivers  will 
drop  off  wholesalers’  bundles  at  centers 
that  are  convenient  for  their  trucks. 

With  the  new  press,  says  Mills,  “the  flow 
of  product  at  the  dock  will  increase  to  such 
a  rate”  that  simply  having  100  trucks  pull 
up  to  the  dock  for  papers  will  no  longer 
work.  By  going  entirely  to  distribution  cen¬ 
ters,  he  adds,  the  hand-off  can  be  executed 
in  a  “more  controlled  environment.” 

“We  will  do  one  distribution  center  and 
gain  a  lot  of  buy-in,”  before  rolling  out  the 


I  arrangement  in  the  rest  of  the  market,  says 
I  Mills.  “The  owners,”  he  adds,  “would  like  to 
phase  in  the  distribution  system,”  with  the 
I  aim  of  opening  the  last  distribution  center 
i  just  as  the  new  plant  goes  into  production. 

Mills  says  McClier  worked  out  specifics 
i  of  distribution  center  operations,  approval 
i  of  which  is  linked  to  the  production  plant. 
Design  of  the  distribution  network  was  un¬ 
dertaken  with  McClier  partner  RouteSmart 
Technologies,  supplier  of  routing  simula¬ 
tion  software  to  enable  distribution  to  keep 
pace  with  advances  in  production. 

The  tools  also  afford  McClier  “much  bet¬ 
ter  modeling  of  [its]  End-to-End  system” 
for  operations  analysis.  Mill  says.  While 
other  clients  have  used  RouteSmart  to  tune 
up  existing  networks,  he  says,  “Hhe  Advo¬ 
cate  is  our  first  real 
clean-sheet-of-paper 
i  exercise”  with  the 

I  technology. 

I  Last  month, 

I  McClier  and  Arfuocate 

1  executives  were  to 

I  “review  options  and 

arrive  at  the  best 

Don  Mills,  McClier  approach”  to  manage 

vice  president  construction  and 

:  control  costs.  Exactly  how  the  plant  project 

will  be  managed  when  design  is  done  and 
local  partners  are  ready  is  “still  under  dis¬ 
cussion,”  according  to  Mills.  In  general,  he 
says,  a  local  construction  firm  will  lead  the 
project,  with  McClier  providing  program 
management  —  budget  and  scheduling  re¬ 
sponsibilities  and  acting  as  the  Advocate’s 
point  of  contact  for  the  project. 

With  two  big  overlapping  projects  in  the 
coming  months.  Mills  says  “the  newspaper’s 
going  to  be  under  a  great  deal  of  organiza¬ 
tional  pressure,”  which  will  play  into  how  it 
decides  to  have  the  projects  managed. 

The  company’s  first  generation  of  leader¬ 
ship  carried  it  through  almost  40  years, 
and  the  second  through  almost  50  more. 

In  the  way  they  are  designed  and  equipped, 
predicts  Mills,  the  new  administrative  and 
'  production  facilities  together  will  “create 
a  platform  for  future  growth  of  the  paper 
I  well  into  the  century.” 

With  a  long  histoiy  of  local  civic  involve¬ 
ment,  says  Mills,  the  Manships  seek  “the 
optimal  balance”  of  community  and  busi- 
:  ness  investment.  Capital  City  Press  has 
;  yet  to  determine  the  fate  of  the  buildings  it 
I  owns.  With  downtown  revitalization  under 
I  way,  says  Mills,  disposition  of  the  current 
i  headquarters  will  no  doubt  be  “for  the  good 
of  Baton  Rouge.”  Thirty  years  younger,  the 
:  outlying  production  plant  sits  on  valuable 
land  across  from  Louisiana’s  largest  mall.  Ill 


Don  Mills,  McClier 
vice  president 
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Cartoonists  and  columnists  compellingly  covered  the  carnage  in 
Iraq,  the  acrimonious  presidential  race,  and  non-political  topics 

BY  DAVE  ASTOR 

IT’S  BEEN  A  MIXED  YEAR  FOR  EDITORIAL  CARTOONISTS  AND 

opinion  columnists.  Political  polarization  and  the  bad 
news  streaming  out  of  Iraq  may  have  depressed  them,  but 
also  inspired  provocative  commentary. 

Our  annual  review  of  the  year,  which  follows,  cites  a 
number  of  these  commentators.  It  also  singles  out  less-political 
features  that  excelled  in  2004. 

Pulitzers  are  the  Holy  Grail  for  journalists,  and  two  men  syndi¬ 
cated  by  Tribune  Media  Services  (TMS)  won  them  in  April.  The 

The  other  TMS  Pulitzer  winner  was 
editorial  cartoonist  Matt  Davies  of 
i  Jowma/NrasinWhitePlains,  N.Y.  He’s 
j  also  president  of  the  Association  of  Ameri- 


Miami  Heralds 
Leonard  Pitts  Jr. 
received  the  com¬ 
mentary  prize  for 
his  insightlul  and 
independent  take  on 
international  issues, 
national  politics,  race, 

gay  rights,  ethics,  and  Leonard  Pitts  Jr. 
various  other  sub¬ 
jects.  But  the  columnist  —  who  runs  in 
about  250  newspapers  —  is  putting  a  lot  of 
emphasis  on  foreign  topics  these  days. 

“I’m  tackling  that  area  more  because,  in 
my  view,  we’re  in  this  useless  war  that  has 
cost  the  lives  of  over  1,000  Americans  and  I 
don’t  know  how  many  Iraqis,”  he  told  E&P. 


can  Editorial  Cartoonists. 

“Avoid  winning  a  Pulitzer  and  taking  on 
the  presidency  of  a  professional  organiza¬ 
tion  in  the  S2une  year,”  joked  Davies,  who 
also  received  the  first  Herblock  Prize  in 
March.  “I  actually  have  to  schedule  slivers 
of  time  in  which  to  draw  cartoons!” 

Davies  said  the  Bush-Keny  race  is  full  of 
animosity,  but  does  get  people  more  inter¬ 
ested  in  seeing  editorial  cartoons.  Yet,  ironi¬ 
cally,  he  added,  there  are  “fewer  editorial 
cartoonists  than  ever  working  at  dailies.” 

Other  cartoon-Pulitzer  finalists  were 


Steve  Sack  of  the  Minneapolis  Star 
\  Tribune  and  TMS  and  Garry  Trudeau  of 
Universal  Press  Syndicate. 

The  “Doonesbury”  creator  did  some 
of  his  best  work  this  year.  Trudeau  held 
a  $10,000  contest  to  draw  attention  to 
I  George  W.  Bush’s  suspect  National  Guard 
service,  listed  all  the  American  soldiers  who 
died  in  Iraq,  and  had  his  B.D.  character 
deal  with  the  devas¬ 
tating  loss  of  a  leg  in 
Iraq  (see  art  above). 

■  The  cartoonist  tells  us 
[  he’s  veiy  unhappy 
with  all  the  year’s  bad 
news,  but  does  note 
that  it’s  “good  for 
I  business.  For  a 
satirist,  it’s  always  Garry  Trudeau 
easier  to  get  purchase  in  a  time  of  conflict.” 

what  Trudeau  hasn’t  gotten  is  reaction 
to  his  strips  from  fellow  Yale  alum  Bush. 
“One  of  the  many  lessons  he  drew-  fhsm  his 
father’s  presidency  was  to  never  empower 
critics  by  acknowledging  them,”  he  said. 

Trudeau  also  wrote  a  sequel  to  his  “Tan¬ 
ner  ’88”  HBO  series.  The  Robert  Altman- 
directed  “Tanner  on  Tanner”  began  airing 
j  in  October  on  The  Sundance  Channel. 

Also  branching  out  was  The  Birmingham 
(Ala.)  News ! Colley  News  Service  editorial 
;  cartoonist  Scott  Stands,  who  began  “Prickly 
i  City”  in  July.  Universal  has  sold  the  conser- 
'  vative  comic  to  70-plus  papers,  a  big  total 
these  days  for  a  new  feature. 

Stantis  enjoys  having  a  pair  of  platforms 
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Ann  Telnaes 


to  comment  on  political  and  social  issues. 
But  doing  two  features  is  “very  time-con¬ 
suming,”  he  said.  “The  writing  for  ‘Prickly 
City"  in  particular  has  been  hard.  Writing 
character-driven  humor  is  considerably 
different  from  writing  an  editorial  cartoon.” 

Also  adding  clients  is  Steve  Kelley  of  The 
Times-Picayune  in  New  Orleans  and  Cre¬ 
ators  Syndicate.  Kelley  gained  38  papers 
in  2004,  and  now  has  more  than  100. 

“Editors  say  they  appreciate  that  my 
cartoons  appeal  to  their  younger  readers, 
which  means  I’m  either  managing  to 
remain  contemporary  or  that  my  cartoons 
are  simple-minded  and  sophomoric,”  he 
said.  “I  think  it’s  the  former,  although  sim¬ 
ple-minded  and  sophomoric  remain  goals!” 

Ann  Telnaes  has  mbced  feelings  about 
cartooning  during  a  war  and  polarized 
election.  “I’m  energized  creatively,”  she  said, 
“but  it’s  not  helping 
my  blood  pressure.” 

Telnaes  has  certain¬ 
ly  had  a  busy  year 
doing  editorial  car¬ 
toons  for  TMS  and 
the  Women’s  eNews 
Web  site  and  “Six 
Chix”  comics  for  King 
Features  Syndicate 
(she’s  taking  a  temporary  break  from  the 
eNews  work  to  do  more  speaking).  Also, 
her  Humor's  Edge  book  was  published,  and 
the  Library  of  Congress  exhibited  her  work. 

Ed  Stein  of  the  Denver  Rocky  Mountain 
News  and  United  Media  also  received 
unusual  validation  this  year;  He  was  the 
only  artist  whose  work  was  featured  more 
than  once  as  EtstFs  Editorial  Cartoon  of  the 
Month.  “I  truly  am  honored  to  have  been 
chosen  twice,”  said  Stein,  adding  jokingly: 
“Are  any  of  you  on  the  Pulitzer  jury?” 

Said  Stein,  who  also  creates  the  local 
“Denver  Square”  comic:  “We  editorial 
cartoonists  pretty  much  feed  off  bad  news, 
so  this  has  been  an  especially  good  year.  But 
I’m  disturbed  by  how  deeply  polarized 
we’ve  become.  No  one  believes  in  the  loyal 
opposition  anymore;  if  you  disagree  with 
me  you  are  not  simply  mistaken,  you  are 
evil.  This  should  be  especially  worrisome 
for  opinion  journalists.” 

Few  cartoonists  comment  as  strongly  as 
Ted  Rail.  One  drawing  questioning  late 
football  player  Pat  Tillman’s  hero  status  for 
joining  the  military  elicited  nearly  9,000 
reader  e-mails.  Many  of  the  early  messages 
opposed  the  cartoon,  but  “the  final  count 
ran  about  60-40  in  favor,”  said  Rail.  “The 
news  that  Tillman  died  from  ‘fiiendly  fire’ 
caused  a  flurry  {continued  on  page  65} 
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*  Midwest/ 

I  National  Accts. 
>  David  Emmons 
I  (888)237-7244 


Southwest/West 
Steve  Klinger 
(505)  524-0122 

Radio/TV/Cable 
Bob  Mahiman 
(914)  793-1577 


Plains  States 
Mike  Krerter 
(913)  897-4790 

Mid-Atlantic 
Kent  Roeder 
(973)  729-2973 


Corporate  Offices: 

24212  Muscari  Court 
Gailherstiurg.  MD  20882 
(301)2534016 


VKB.  Grimes 
ACompany 


Advertisers  call  Michele  Golden  at  {6461654-5304 


NEWSPAPER  APPRAISERS 


APPRAISALS/BROKERAGE 
Call  Dick  Briggs  (864)  457-3846 

RICHARD  BRIGGS  & 
ASSOCIATES 

Box  579,  Landrum,  SC  29356 


KAMEN  &  CO  GROUP 


/tppraisals  •  Business  Plans  •  Brokering 
Restructuring  •  Feasibility  Studies 
Expert  Valuation  Witness 
(516)  379-2797 
info@kamengroup.com 
www.kamengroup.com 


NEWSPAPER  BROKERS 


Leader  in  Sale 
of  Community  I,  .s,.  Y] 
Newspapers 

Check  our  references 
(214)  265-9300 
Rickcnbacher  IVIedia 


C.  BERKY  &  ASSOCIATES,  INC. 

Consultants  •  Appraisals  •  Brokers 
(561)3684352 
20283  State  Road  7,  Suite  3(X) 
Boca  Raton,  FL  33498 


GAUGER  MEDIA  SERVICE,  INC. 

Dave  Gauger-Valuations,  Sales,  Mergers 
P.O.  Box  627,  Raymond,  WA  98577 
(360)  942-3560 

www.gaugermedia.com 


GREGG  K.  KNOWLES 
Knowles  Media  Brokerage  Services 
Appraisals,  Sales,  Acquisitions,  Mergers 
(661)  833-3834 
Fax  (661)  833-3845 
www.media-broker.com 


MEDIA  AMERICA 
BROKERS 

Tne  Pinnacle,  Suite  500 
3455  Peachtree  Road,  NE 
Atlanta,  GA  30326-3236 
(404)  995-7088  Fax  (404)  995-7089 

Lon  W.  Williams 
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-ANNOUNCEMENTS- 


NEWSPAPER  BROKERS 

NEWSPAPER  BROKERS 

NEWSPAPER  BROKERS 

PUBUCAITONS  FOR  SALE 

Newspaper 
Brokers 
Since  1923 

Please  call  to  discuss  your  options  in  a  sale. 

BROKERAGE  *  APPRAISAL  *  CONSULTING 

Gary  Greene  John  Ciibb  Tom  Kaiavakis 

434-971-8344  406-586-6621  239-403-4133 

ggieene@cribb.com  jcribb@cribb.com  tkaTavakis@cribb.com 

CRIBB 

&  Associates,  LLC 

Offices  in  Florida,  Virginia  and  Montana 

104  East  Main,  Suite  402,  Bozeman,  MT  59715 
406-586-6621  *  Fax:  406-586-6774  *  cribb.com 


WE  KNOW 

NEWSPAPERS. 

)P  Media  Partners  assists  owners  in  the 
sale  of  their  newspapers  and  offers 
appraisal  and  consulting  services.  The 
firm’s  principal,  Jeffrey  Potts,  has  a 
combined  17  years  of  experience 
working  for  newspapers,  evaluating 
their  markets  and  operations, and 
^  .  managing  their  sale. 

Oill  him  lodiiY  for  a  confidential  dihcinsion. 

N  )P  » 

!  •  .1577  Gold  Meadow  Way,  Suite  1 00 

Gold  River.  C  A  95670 
^  Phone:  916-526-269,5  . 

WWW  jpmediapartners.com 


MICHAEL  D.  LINDSEY 

Newspaper  Sales/Appraisals 
Experienced  &  Confidential 
(307)  772-0003 
www.publicationsforsale.com 


NEWSPAPERS  FOR  SALE 


Pennsylvania’s  Path  is  4  sale 
Price  .00000025  T. 

Write: 

Andrew  McCollum  Brasfield 
416  East  Miner  Street  RC 
West  Chester,  PA  19382 
No  calls  please 


TEXAS  NEWSPAPERS.  Many  good 
ones  available.  Bill  Berger, 
Associated  Texas,  Newspapers,  Inc. 

(512)  476-3950.  1801  Exposition,  Aus¬ 
tin,  Texas  78703. 


NEWSPAPERS  WANTED 


WE  ARE  SEEKING  to  add  several 
large-circulation  newspapers  or  newspa¬ 
per  groups  to  our  family  of 
award-winning  publications.  All  informa¬ 
tion  will  be  held  in  the  strictest  of  confi¬ 
dence.  For  a  quick  sale,  send  information 
about  your  company  to: 

Box  3627,  Editor  &  Publisher,  Classified 
770  Broadway  7th  Floor 
New  York,  NY  10003 


SPRING  TRAINING 
BASEBALL  YEARBOOK 

Established,  annual  publication  with  na¬ 
tional  distribution  of  150,000  offers  stra¬ 
tegic  opportunity.  Magazine's  website 
tops  all  search  engines  for  “spring 
training."  Property  valued  at  average 
one-year  revenue.  (800)  473-1656. 


-EQUIPMENTS  SUPPLIES- 


NEWSRACKS 


New-Used  Web  Presses 

4-HI  Towers  -  3-C;olors  Satellites  &  nnore 

AL  TABER  &  ASSOCIATES 
www.altagraphic^s.com 
E-mail:  altaegOaol.cxim 

770-552-1528 


PRESSES 

•  Goss  3:2  Folders  23  9/10",  22  3/4", 

22",  21  1/2",  21" 

•  New  or  Rebuild  Goss  R.T.P.  42"  *  45" 

•  Goss  Y  columns  all  sizes 

•  Goss  Metro  Units 

•  Goss  Metro  Half  desks 

•  Goss  Cosmo  Units 

•  Metro  13  sized  colored  deck 

Northeast  Industries,  Inc. 

Tel:  (800)  821-6257 
Fax:  (323)  256-7607 
www.neiinc.com 


-EQUIPMENT  &SUPPLIES- 


DONT  SELL  YOUR  WEB  PRESS 


Until  you  contact  Newman  International  Web  Press  Sales 
“Worldwide  Marketing  of  Commerical  Web  and 
Newspaper  Web  Presses" 

PRESSES  WANTED:  HARRIS  V15A  V22  V25  V15d  845:  KINS  Process  Color  or  Daily: 
GOSS  Community  Suburban  Urbanite  Metre.  SOLNA  D  30  C96:  HANTSCHO IV  VI: 
HARRIS  MHO  M200  M300  M  1000  A&B 

FOR  SALE:  5/u  1985  Harris  V15A;  9/u  1989  V15D;  Urbanite  folder  w/upper  former;  2 
Butler  Datamat  &  4  Martin  EC1338  splicers;  6/u  1980  Goss  Community;  6/u  Harris  845. 

8/u  1984  Harris  V25;  5  unit  Harris  MlOOOAl  1983. 

NEWMAN  INTERNATIONAL,  LLC 

Tele;  (913)  648-2000  Fax;  (913)  684-7750  e-mail;  j.newman@att.net 
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-EQUIPMENTS  SUPPLIES- 


CURRENTLY  AVAILABLE  FROM  INLAND 

>  12-unit  GOSS  URBANITE  with  1000  series  &  800  series  folders. 

>  Sninit  GOSS  URBANITE,  1968/1972/1991  -  very  clean,  topflotch  condition. 

>  8-unit  GOSS  URBANITE,  maintained  well,  older  press,  good  buy. 

>  enrnit  GOSS  COMMUNITY  with  SC  folder  &  50HP  drive. 

•  Anrnit  HARRIS  VI 5A  with  JF7  and  30HP.  Clean  and  very  well  maintained. 

>  54jnit  HARRIS  V15C  press,  1981  vintage. 

>  UNIMAN  with  double  2:1  folder,  5  mono  units,  4  color  decks  ,  five  45”  MEG’S. 

•  Two  GOSS  METRO  OFFSET  units,  22  ae’  cut-off  (578mm). 

•  &Unit  HARRIS  845/840  press  with  RBC-2  folder  &  150HP  drive,  1972/80  vintage 

>  5-unit  H^RIS  1660  with  double  2:1  folder,  five  MEG'S. 

>  HARRIS  1650  left-hand  printing  unit. 

Inland  Newspaper  Machinery  Carp. 

P.O.  Box  15999,  Lenexa,  Kansas  USA  66285 
(913)492-9050  •  Fax  (913)  492-6217 


www.inlandnews.com 


-INDUSTRY  SERVICES- 


CIRCULATION  SERVICES 


CIRCULA’nON  SERVICES 


WIN  A  $1,000  NIE  DONATION! 

Test  any  of  our  telemarketing  services  between  now 
and  December  29**'  and  you  will  be  entered  in  a  drawing 
to  win  a  $1 ,000  donation  to  your  NIE  department. 


Cold  Calls 

Non  Pay  Stops  (ioo%  pia) 

Stops 

Upgrades 


Cali  today  to  schedule  a  test! 

Todd  Galbate:  (970)  493-0470  Ext:  107 
www.circulationservices.com 


ZZ^  Circulation 
-oT’  .Services,  Inc. 


Customer  Service  Support 
and  Direct  Marketing 


Support  Advertising  GROWTH  &  dreate  Distribution  PROFIT! 


CIRCUlA'nON  SERVICES 


CIRCULATION  III 

Telemarketing  Sales 


John  Dinan  (800)  650-7183 
Circulationlll.com 


TELEMARKETING 

IS 

NOT  DEAD!! 

WWW.CCAPROMOTIONS.COM 


PRO  STARTS 

PROFESSIONALTELEMARKETING 

SERVICES 

FOR  BUILDING  CIRCULATION 
TOM  ZGONC  (800)  776-6397 

WWW.PROSTARTS.COM 


THE  KIOSK  PROGRAM 

Store  front  subscription  sales 
Northeast,  Mid  Atlantic  & 

Upper  Midwest  only 

thekioskprogram@earthllnk.net 

717-658-3694 


“The  thing  always  happens 
that  you  really  believe  in;  and 
the  belief  in  a  thing  makes  it 
happen.” 

-Frank  Lloyd  Wright 


MAILROOM  SERVICES 


-INDUSTRY  SERVICES- 


from  0  snpptu 


BIG  STUFF*  NEWS 

Great  News  In  Distribution  Automation! 


Read  It  to  get  the  Whole  Story! 


www.bigstun-stepper.com 


40  YEARS  NEWSPAPER 
EXPERIENCE 


Metro  News  Service,  Inc. 

Nationwide  TELEMARKETING 
"PRE-PAID  Experts** 

100%  COMPLIANT 
Horace  Southward/Eric  Southward 
(800)  950-8475»www.  metro-news.com 


www.edltorandpublisher.com 


WlARKETINa  PLUS  INC. 

Telemarketing  specialists  in  circulation 
development.  Custom  programs  for  any 
size  publication.  State  of  the  art  predic¬ 
tive  dialer.  We  have  many  years  of  expe¬ 
rience  delivering  100%  Compliant  Phone: 
(732)  602-1919  FAX:  (732)  602-9090 
E-mail:  mpi@marketingplusinc.com 
www.marketingplusinc.com 
Member  of  the  USA  Chambers  of  Commerce 


COMPUTER  SOFTWARE 


ORDER  ENTRY  SOFTWARE  for  Displays, 
Classifieds,  Scheduling  &  Billing 

Fake  Brains 
Software 

(303)  791-3301 
www.fakebrains.com 


CONSULTANTS 


PUBLISHER’S 

CONSULTANT 

Able  to  initiate  cold-starts,  rebuild  dor¬ 
mant  or  red  ink  papers,  recruit  and  train 
ad,  edit,  or  circulation  personnel.  Able 
to  serve  as  the  publisher’s  right-hand  for 
as  long  as  needed.  References  and  bro¬ 
chure  available.  Contact:  Michael 
Bradley,  (508)  563-2835.  E-mail: 
mbradley.capecod@verizon.net. 


IVIAILROOM  SERVICES 


Increase  Revenue! 


Apply  Front  Page 
Advertising  tlaies 

On-Line  or 

Off-Line 

Applications. 


Profitpackaging,  Inc. 
(660)  438-7090 

profitpackaging(gearthlink.net 


MAILROOM  SERVICES 


>lntelligent  Inserting  Technology> 


NEWSTEC,  since  1998,  has  provided  newspapers  and 
weekly  publications  quality  remanufactured  integrated 
inserting  technology  and  NEWSCOM  Post  Press  Controls, 
including  NEWStack,  NEWSwrap,  and  NEWSIabel,  at 
significant  cost  savings.  Contact  NEWSTEC  today  and 
see  how  an  integrated  NEWSTEC  solution  meets  and 
exceeds  your  inserting,  control,  planning  and  reporting 
requirements  at  an  affordable  and  reasonable  price. 


■ 

Ivj  '  '.i.-  ■ 
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-INDUSTRY  SERVICES- 


PRESSROOM  SERVICES  PRESSROOM  SERVICES 


WHAT  IF.... 

•  Your  floors  were  clean  and  safe 

•  Your  walls  were  bright  and  cheerful 

•  Your  presses  ran  more  efficiently 

•  You  had  less  paper  waste 

Our  professionally  trained  employees  can  help  you  attain 
these  goals.  Call  today  for  a  free  quote  on: 

Full  Time  Service  Contracts 

One  Time  Cleaning  and  Redecorating  Projects 

PRESSROOM  CLEANERS,  INC. 

1  (800)  657-2110 

45  years  in  the  Newspaper  Industry 


RECRUITMENT  SPECIALIST  RECRUITMENT  SPECIAUST 


mediatT 

MANAGEMENT  ±  X 
Recruitment  Specialists 


Give  Yourself  the  Media  Management  II  Advantage 

Contact  Terry  Knust 
847.963.9300  or  mm2@voyager.net 


-HELP  WANTED-  ' 


ACADEMIC  ACADEMIC 


AUBURN  UNIVERSITY 

ASSISTANT  PROFESSOR 

DEPARTMENT  OF  COMMUNICATION  AND  JOURNALISM 

Auburn  University  is  seeking  applicants  for  a  full-time,  tenure  track  position  in  one  of  the  i 
South’s  top  journalism  programs  beginning  August  16,  2005.  The  faculty  member  will 
teach  editing  and  design  (basic  and  advanced  courses),  along  with  other  coursework 
from  among  the  following:  newspaper  fundamentals,  newswriting,  and  photojournalism. 
Interest  and  experience  in  new  media  journalism  and  pedagogy  is  desirable.  The  faculty 
member  will  also  help  recruit  and  mentor  potential  journalism  majors. 

Auburn’s  journalism  program,  accredited  by  ACEJMC,  consists  of  seven  faculty  members  i 
and  150  majors.  It  offers  state-of-the-art  writing  and  design  equipment  and  digital  cameras. 
Auburn’s  student  newspaper.  The  Plainsman,  is  a  consistent  winner  of  Pacemaker 
Awards,  the  Pulitzer  Prizes  of  college  journalism. 

The  journalism  program  is  situated  within  the  Department  of  Communication  and  Journalism 
in  the  College  of  Liberal  Arts.  The  department  also  offers  programs  in 
communication,  public  relations,  and  radio-television-film. 

The  department  has  a  master’s  degree  program  in  mass  communication. 

Applicants  should  have  substantial  professional  experience.  A  Ph.D.  is  required;  ABD  will 
be  considered,  with  completion  of  degree  by  August  15,  2005.  Send  curricula  vitae 
plus  the  names,  addresses  and  phone  numbers  of  three  references  to  Dr.  John 
Carvalho;  Director  of  Journalism  Program;  216  Tichenor  Hall;  Auburn  University, 

AL  36849-5206;  (334-)  844-4454.  E-mail:  carvajp@auburn.edu 
Review  of  applications  will  begin  October  15,  2004,  and  will  continue  until  the  position  1 
is  filled.  Minorities  and  women  are  encouraged  to  apply.  Auburn  University  is  an  affirmative 
action,  Equal  Opportunity  Employer. 

Auburn  University  is  located  on  a  lovely  campus  between  Montgomery  and  Atlanta  and  | 
has  a  student  enrollment  of  approximately  23,000.  | 


-HELP  WANTED- 


ACADEMIC  ACADEMIC 


DEAN 

COLLEGE  OF  COMMUNICATION,  INFORMATION, 
AND  MEDIA 

BALL  STATE  UNIVERSITY 

MUNCIE,  INDIANA 

Ball  State  University  invites  nominations  and  applications  for  the  Dean  of  the  College 
of  Communication,  Information,  and  Media.  The  Dean  reports  to  the  Provost  and  Vice 
President  for  Academic  Affairs  and  is  the  chief  academic  and  administrative  officer  of 
the  college.  The  Dean  plans,  directs,  and  coordinates  the  operational,  personnel, 
budgetary,  and  student  activities  of  the  college  and  provides  leadership  and  direction 
in  the  development  and  implementation  of  curricula,  academic  programs,  outside  resource 
development,  and  all  related  activities. 

Ball  State  University  is  in  Muncie,  Indiana,  a  city  with  a  population  of  approximately 
70,000,  located  50  miles  northeast  of  Indianapolis  and  210  miles  southeast  of 
Chicago.  The  university  has  an  enrollment  of  over  18,000  students  and  a  fulltime  faculty  of 
896.  The  College  of  Communication,  Information,  and  Media  has  75  full-time 

faculty  and  currently  enrolls  2,220  students  in  baccalaureate  and  master’s  degree  programs 
through  the  academic  units  of  Communication  Studies,  Journalism,  Telecommunications, 
and  the  interdisciplinary  master’s  program  in  the  Center  for  Information 

and  Communication  Sciences. 

The  college  is  seeking  a  Dean  who  exhibits  strong  leadership  and  management  abilities  and 
who  will  maintain  and  enhance  the  vision  for  the  academic  units  in  the 

college  as  they  address  problems  and  opportunities  in  communication,  information, 
and  media  in  the  21st  Century.  The  Dean  is  the  college’s  leader  in  working  with  both 
internal  and  external  constituencies  and  assumes  a  critical  role  in  seeking  external 
funding. 

MINIMUM  QUALIFICATIONS  include;  1)  earned  master’s  degree  and  significant 
professional  or  academic  experience:  2)  overall  credentials  that  will  merit  a  faculty  ap¬ 
pointment  at  a  senior  rank  within  one  of  the  units  of  the  college;  3)  strong  administrative  and 
interpersonal  skills;  4)  experience  in  fiscal  management;  5)  commitment  to 
excellence  in  teaching,  research,  and  service  within  the  disciplines  of  the  college;  and 
6)  demonstrated  commitment  to  diversity. 

PREFERRED  QUALIFICATIONS  include:  1)  earned  doctorate;  2)  sufficient  senior 
level  administrative  experience  to  provide  leadership  both  inside  the  college  and  within  the 
professional  communities  served  by  the  college;  3)  demonstrated  success  in 
generating  external  funding;  and  4)  understanding  of  university  systems,  as  well  as 
academic  policies  and  procedures. 

Immediate  tenure  may  be  granted  to  a  Dean  with  exceptional  credentials.  Salary  is 
competitive  and  commensurate  with  experience  and  qualifications. 

Applicants  should  send  letter  of  application,  curriculum  vitae,  and  contact  information 
j  I  for  five  references  to; 

Dr.  Rodney  E.  Davis,  Chairperson 

Search  Committee  for  Dean  of  Communication,  Information,  and  Media 
Office  of  the  Provost 
Ball  State  University,  Muncie,  IN  47306 

Nominations  are  also  welcome.  Review  of  applications  will  begin  immediately  and 
will  continue  until  the  position  is  filled.  Position  will  be  available  July  1,  2005. 

Ball  State  University  is  an  Equal  Opportunity/Affirmative  Action  Employer 
and  is  strongly  and  actively  committed  to  diversity  within  its  community. 


ASSISTANT  PROFESSOR  OF  JOURNALISM 

The  Department  of  Journalism  and  Mass  Communications  at  New  Mexico  State  University 
seeks  a  tenure-track  Assistant  Professor  of  Journalism,  to  be&n  August  2005.  Require¬ 
ments  include  a  Ph.D.  and  five  years  experience  in  journalism.  Candidates  should  be  able 
to  teach  news  writing,  news  editing,  and  other  related  areas.  Ability  in  mass  media  law  a 
plus. 

Letter  of  application,  current  resume,  transcripts  and  references  to  search  chair: 

Dr.  J.  Sean  McCleneghan,  Department  of  Journalism,  Dept.  3J 
New  Mexico  State  University,  Box  30001,  Las  Cruces,  NM  88003 
or  to;  smcclene@nmsu.edu. 

Deadline:  Dec.  31,  2004  or  until  position  is  filled.  Refer  to  Req.  #  20062967. 

For  more  information  go  to;  http://www.nm$u.edu/-porsonel/postings/faculty/ 
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-HELP  WANTED- 


ACADEMIC 


ACADEMIC 


ACCOUNTING 


ACCOUNTING 


DEAN 

Indiana  University  invites  nominations  and  applications  for  the  position  of  Dean  of  the 
School  of  Journalism.  The  ideal  candidate  will  bring  to  the  job  professional  experience 
and  significant  academic  achievement,  solid  administrative  accomplishment,  and  a 
strong  commitment  to  the  multiple  missions  of  the  School:  professional  training,  liberal 
arts  education,  graduate  study,  scholarly  research,  professional  outreach,  and  cultural 
diversity.  The  Dean’s  leadership  role  extends  beyond  the  university  to  external  fund 
raising,  alumni  relations,  and  involvement  in  national  professional  and  academic  con¬ 
versations  and  communities. 

The  Indiana  University  School  of  Journalism  is  an  independent  unit  on  the  Bloomington  and 
Indianapolis  campuses.  The  School  has  22  full-time  faculty  members  at 
Bloomington  and  four  at  Indianapolis,  and  it  offers  the  Bachelor  of  Arts  in  Journalism 
and  the  Master  of  Arts  in  Journalism  on  both  campuses.  It  offers  the  Ph.D.  in  Mass 
Communication  at  Bloomington. 

Candidates  must  have  credentials  appropriate  for  faculty  appointment  as  tenured  associate 
or  full  professor.  Indiana  University  is  an  equal  opportunity/affirmative  action 
employer.  Women  and  minorities  are  encouraged  to  apply.  The  Search  Committee 
will  begin  to  review  applications  on  November  15,  2004,  and  will  continue  until  the 
position  is  filled.  Applications  should  include  a  letter  of  interest  and  a  curriculum  vitae. 
Nominations,  applications,  and  inquiries  should  be  sent  to: 

Dean,  Sdioof  of  Joumaism,  kxiana  Ikwersily,  C/0  WETT/EOEFFER 
Atin:  Dennis  M.  BacderVCary  J.  Posner 
2015  Spring  Road,  Suite  510,  Oak  Brook,  L  60523 
E-nial:iudean5941(iy«tkieffer.com  Phone:  (630)  57&B167  or  (615)  665-3388 


Grady®College 

THE  UNIVERSITY  OF  GEORGIA 

KNIGHT  CHAIR  IN 

HEALTH  AND  MEDICAL  JOURNALISM 

The  University  of  Georgia's  Grady  College  of  Journalism  and  Mass  Communication 
seeks  a  journalist  of  national  or  international  stature  to  teach  medical  and  health  journalism 
to  students  and  professional  journalists,  to  train  health  professionals  in  media 
relations  and  participate  in  teaching  and  research  of  health  communications. 

The  chair  holder  will  have  extensive  resources  to  structure  a  program  at  UGA  with 
media  and  journalism  organizations,  the  Centers  for  Disease  Control  and  Prevention, 
the  Medical  College  of  Georgia  and  the  Morehouse  School  of  Medicine.  The  ideal 
candidate  will  have  extensive  professional  experience  consistent  with  the  focus  of  the 
professorship.  Teaching  and  research  experience  are  desirable. 

For  full  consideration,  applications  should  be  received  by  December  31,  2004. 

Applicants  should  submit  a  letter  of  application,  a  vita  and  names,  addresses  and 
phone  numbers  of  three  references  to: 

Professor  Kent  Middleton,  Knight  Chair  Search  Committee 
Grady  College  of  Journalism  and  Mass  Communication 
University  of  Georgia 
Athens,  GA  30602-3018 

Learn  more  about  UGA  and  the  Grady  College  at: 

www.uga.edu  and  www.grady.uga.edu 

The  University  of  Georgia  is  an  Affirmative  Aciorr/Equal  Opportunity  Institution 


For  help  wanted/position  wanted  rates  call 
Haze/  Preuss  at  646.654.5302  or 
Michele  MacMahon  at  646.654.5303 

- the  newspaper  industry's - 

- meeting  place. - 


VICE  PRESIDENT  AND 
CHIEF  FINANCIAL  OFFICER 

The  Daily  Press,  subsidiary  of  Tribune  Company,  is  seeking  a  Chief  Financial  Officer 
to  oversee  the  company’s  financial,  treasury  and  accounting  functions.  Additional  re¬ 
sponsibilities  include  financial  reporting  to  the  Daily  Press  President  &  Publisher  and 
Tribune  Company  in  compliance  with  federal,  state  and  local  tax  reporting.  Financial 
analysis  activities  include  the  development  of  planning  processes  to  produce  operating 
plans,  budgets  and  a  system  of  controls  which  identify  deviations  from  the  financial  plan. 
This  position  requires  review  of  cash  expenditures  and  cash  disbursements, 
implementing  controls  as  necessary,  recommendation  on  capital  spending  and 
review  and  approval  of  all  capital  appropriation  requests. 

The  successful  candidate  must  possess  outstanding  management  and  leadership 
skills  and  have  an  undergraduate  degree  in  business  administration,  finance,  accounting  or 
equivalent  experience.  MBA/CPA  preferred.  Other  requirements  include 
an  in-depth  understanding  of  budgeting,  project  management,  transaction  accounting, 
accounting  systems  and  financial  analysis.  Must  be  able  to  communicate  effectively 
the  financial  impact  of  operational  decisions.  Prefer  ten  years  experience  in  progressively 
responsible  financial  positions  including  4-6  years  at  a  management  level. 
Thorough  understanding  of  contracts  and  legal  documents  required. 

Sen4  resume  and  salary  requirements  in  confidence  to: 

The  Daily  Press  Inc. 

Attn:  Human  Resources  -  KP 
7505  Warwick  Boulevard,  Newport  News,  VA  23607 
E-mail;  resumes@dailypress.com  Fax:  (757)  247-7884 


ADMINISTRATIVE 


ADMINISTRATIVE 


PUBLISHER  POSITION 

The  Publisher,  Stars  and  Stripes  newspaper,  is  responsible  for  worldwide  operations 
of  a  Department  of  Defense-au^orized  daily  newspaper  that  provides  military  personnel  ed¬ 
itorially  independent  news  and  information  via  multi-zoned  print  and  electronic 
editions.  Central  business/editorial  operations  are  in  Washington,  (Xl. 

The  Publisher  reports  to  the  Deputy  Assistant  Secretary  of  Defense  (Internal  Commu¬ 
nications).  Qualifications:  knowledge/ability  to  manage  a  daily  commercial  newspaper 
with  multi-site  operations;  skills  in  strategic  planning,  financial  management,  internal 
controls,  new  technology,  crisis  resolution,  administration  of  a  business/staff  at 
diverse  locations.  The  publisher  must  balance  the  newspaper’s  DoD  organizational 
ownership  with  its  First  Arnendment  editorial  independence.  Familiarity  with  the  military  envi¬ 
ronment  and  international  newspaper  business  management  is  desirable. 

This  position  requires  obtaining/maintaining  a  Secret  Level  Security  Clearance  and  filing  a 
Confidential  Financial  Disclosure  Report.  Fixed-term,  renewable  contract  with 
benefits  including  401(k);  life,  medical,  dental  insurance;  vacation,  sick  leave.  The  De¬ 
partment  of  Defense  is  an  equal  opportunity  employer. 

For  a  copy  of  the  official  job  announcement,  telephone  (202)  782-3135.  To  apply, 
send  resume  and  compensation  history  to: 

WRAMC  CPAC-NAF,  Building  11  -  Room  2-118,  6900  Georgia  Avenue  NW, 
Washington,  DC  20307-5001.  Or  E-mail;  sylvia.webb@us.army.mil 


PUBLISHER 

Mid-size  New  England  daily  seeks  experi¬ 
enced  Publisher  in  Lowell,  Massachu¬ 
setts.  Looking  for  experience  in  advertis¬ 
ing  and  marketing,  as  well  as 
operations  experience  in  managing  all 
areas  of  the  newspaper.  Editorial  back¬ 
ground  is  helpful. 

Responsible  for  providing  leadership  in 
developing  long  range  objectives  and 
strategic  planning.  Needs  to  be  able  to 
represent  the  newspaper  in  the  industry 
and  community. 

Please  provide  your  salary  requirements 
when  you  apply  by  E-mail  to: 

megand@^edianewsgroup.com 


EXECUTIVE  DIRECTOR 

The  Board  of  Directors  of  the 
Association  of  Health  Care  Journalists, 
Inc.,  the  nation’s  leading  group  for  re¬ 
porters  and  editors  covering  health  care, 
announces  a  nationwide  search  for  an  Ex¬ 
ecutive  Director. 

Primary  duties  include  managing 
grant-funded  projects,  Web  site  develop¬ 
ment  and  membership  drives;  obtaining 
grants  and  contributions;  and  supervising 
bookkeeping  for  AHCJ,  Inc.  and  the  Cen¬ 
ter  for  Excellence  in  Health  Care  JournaF 


For  details,  go  to:  www.ahcj.umn.edu. 
Materials  must  be  received  by:  Nov.  10. 


(§>  visit  our  website  & 

www.eclitoronclpublisher.com 


www.editorandpubilsher.com 
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ADVERTISING 


ADVERTISING 


ADVERTISING 


AUTOMOTIVE  ADVERTISING  MANAGER 

The  News  &  Record,  a  Landmark  Communications,  Inc.  newspaper  is  seeking  an  Automotive 
Advertising  Manager  to  lead  and  coach  our  most  talented,  experienced  sales 
team.  This  dynamic  leader  will  use  persuasive  abilities  and  a  hands-on  approach  to 
drive  change,  develop  customized  sales  strategies  and  marketing  solutions  that  exceed  cus¬ 
tomer  expectations,  and  create  the  best  sales  organization  in  the  marketplace. 

The  Automotive  Advertising  Manager  must  be  able  to  effectively  communicate  our  vision  to 
a  team  of  four  sales  reps  and  four  support  staff  members.  This  person  will  play 
an  important  role  on  the  classified  advertising  management  team.  A  four-year  degree 
is  required.  The  ideal  candidate  must  be  an  accomplished  sales  and  management 
professional  with  exceptional  leadership  experience,  5-7  years  of  proven  media  sales 
and  a  minimum  of  two  years  sales  management  experience  is  preferred.  An  unwavering  ded¬ 
ication  to  sales  development  and  customer  satisfaction  is  a  must.  Excellent  ‘ 
communication  and  analytical  skills  are  critical.  I 

As  the  Piedmont  Triad’s  leading  daily  newspaper  for  more  than  100  years,  the  News 
&  Record  is  a  great  place  to  start  and  develop  in  a  career,  and  Greensboro,  NC  is  a 
great  place  to  live.  The  News  &  Record  offers  a  competitive  compensation  package 
as  well  as  a  dynamic  and  invigorating  place  to  pursue  your  career  interests.  Greensboro  of¬ 
fers  great  quality  of  life  with  beautiful  neighborhoods,  easy  weekend  getaways 
to  the  beach  and  the  mountains,  a  golfer's  paradise  and  a  strong  public  school  system 
with  excellent  magnet  schools.  Our  parent  company.  Landmark  Communications, 
Inc.,  is  comprised  of  a  diverse  group  of  award-winning  publications  and  media  outlets 
including  newspaper,  television  broadcasting,  cable  TV  programming  and  electronic 
publishing.  Landmark  provides  opportunities  for  people  to  continually  improve,  learn 
and  be  motivated  through  teamwork,  training  and  self-directed  development. 

To  become  a  part  of  our  team-based  environment,  forward  your  cover  letter,  resume 
and  salary/expectations  to: 

News  &  Record 

Attn:  Recruitment  Coordinator 
P.O.  Box  20848,  Greensboro,  NC  27420-0848 
Or  E-mail:  employment@news-record.com 


CLASSIFIED  DIRECTOR 

The  San  Gabriel  Valley  Newspaper  Group  in  Southern  California  (100,000  circulation)  is 
seeking  an  aggressive  Sales  Director  to  join  our  team  of  Classified  sales  professionals. 

We  are  looking  for  a  strategic  thinker  with  a  proven  track  record  and  excellent  communi¬ 
cation  skills.  Responsibilities  include  directing  supervisors  and  staff  in  areas  of  sales 
strategies,  customer  relationships,  analysis  of  competitive  media,  managing  revenue  and 
expense  budgets  in  a  multimedia  environment  while  providing  ethical  leadership. 

The  ideal  candidate  will  have  demonstrated  abilities  in  developing  and  implementing  reve¬ 
nue  growth  strategies  preferably  in  a  classified  environment.  You  should  possess  strong 
motivational,  analytical,  and  organizational  skills.  Working  knowledge  of  daily,  TMC,  niche 
and  interactive  media  products  will  increase  your  success  rate.  The  candidate  will  have  a 
college  degree  in  advertising  or  marketing  or  similar  work  experience.  We  offer  competi¬ 
tive  salary,  bonus  and  benefits  program  including  401(k).  Submit  cover  letter,  resume, 
and  salary  history  via  E-mail  to  to:  sgvnjobs@sgvn.com  OR 

San  Gabriel  Valley  Newspaper  Group,  Human  Resources  Department 
1210  North  Azusa  Canyon  Road,  West  Covina,  CA  91790 
FAX:  (626)337-0514 


VICE  PRESIDENT  AND 
ADVERTISING  DIRECTOR 

The  Daily  Press,  subsidiary  of  Tribune  Company,  is  seeking  a  results-oriented  professional 
to  provide  strategic  leadership  and  direction  for  its  Advertising  Department.  Reports  to  the 
President  &  Publisher. 

The  successful  candidate  will  be  an  experienced  senior  sales  and  advertising  executive  with 
an  outstanding  track  record  of  revenue  growth  and  success  in  a  publishing 
or  multimedia  environment.  Candidates  should  possess  extensive  experience  in  advertising 
and/or  marketing,  sales  strategy,  new  product  development  recruiting,  organizing,  mentor¬ 
ing  and  motivating  a  high  performance  sales  team,  client  relationship 
building  and  cross-functional  team  management.  Apply  only  if  you  are  a  proven  leader  with 
outstanding  management,  interpersonal,  organizational,  sales  and  financial 
skills. 

Send  resume  and  salary  requirements  in  confidence  to: 

The  Daily  Press  Inc. 

Attn:  Human  Resources  -  KP 
7505  Warwick  Boulevard,  Newport  News,  VA  23607 
E-mail:  resumes@dailypress.com  Fax:  (757)  247-7884 
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NATIONAL 

ADVERTISING  MANAGER 

The  Charlotte  Observer,  a  290,000  circulation  Knight  Ridder  newspaper,  is  seeking 
an  ambitious,  experienced  sales  professional  to  develop  and  grow  advertising  sales 
as  the  National  Advertising  Manager.  This  individual  will  manage  the  activities  of  the 
national  sales  staff.  The  incumbent  will  plan  and  implement  budget  strategies  to 
achieve  goals  in  revenue  and  expenses  for  all  company  product  lines,  and  oversee 
daily  sales  activities  and  performance  of  national  sales  department,  interacting  with 
salespeople,  customers,  other  managers  and  divisions. 

Qualified  candidates  will  have  a  BS  in  Marketing,  Business,  or  Communications,  with 
3-h  years  in  national  sales  and  2+  years  management  experience  in  newspaper  or 
magazine  related  environment.  The  successful  candidate  will  possess  effective  com¬ 
munication  skills  (verbal,  written  and  presentation),  have  strong  conceptual  and  analytical 
skills,  and  have  the  ability  to  strategize  business  opportunities  and  analyze 
market  research. 

Candidates  must  have  a  valid  driver’s  license  with  access  to  a  dependable  vehicle. 
Hours  are  Monday  through  Friday,  8:00  a.m.  to  5:00  p.m.  Salary  is  commensurate 
with  experience,  and  we  offer  a  full  benefits  package  including  health  insurance  options.  To 
be  considered  for  this  rewarding  career  opportunity,  please  forward  your  resume  and  salary 
information  to: 

schriscoe@charlotteobserver.com 
Pre-employment  drug  testing.  EOE 


REAL  ESTATE  SALES  MANAGER 

Join  one  of  the  country’s  finest  Classified  Departments,  in  one  of  the  nation’s  fastest 
growing  cities!  The  Las  Vegas  Review  Journal/Sun,  with  combined  Sunday  circulation  of 
over  230,000,  has  an  immediate  opening  for  an  experienced  newspaper  professional 
with  previous  classified  experience.  Position  reports  to  the  CAD,  with  direct  responsibility 
for  the  sales  &  service  of  all  Real  Estate/Rental  advertising  (builder  and  resale)  and  a 
staff  consisting  of  2  outside  sales  reps,  9  inside  sales  reps  and  2  advertising  assistants. 
This  is  a  unique  opportunity  for  the  right  candidate  to  make  immediate  contributions  to 
our  already  robust  Real  Estate  newspaper  products,  while  developing  and  innovating  new 
strategies  for  our  large  and  growing  suite  of  products,  including  three  magazines,  a 
weekly  Spanish  language  publication  and  weekly  alternative  newspaper.  The  Re- 
view-Journal/Sun  is  a  JOA  Classified,  publishing  morning  and  evening  Mon-Fri  and  a  com¬ 
bination  edition  on  Sat,  Sun  &  holidays.  We  are  the  largest  of  the  privately  owned  Stephens 
Media  Newspapers  and  offer  excellent  salaries  commensurate  with  experience,  a 
full  benefits  package  and  a  cross-departmental  entrepreneurial  team  environment  with 
great  opportunity  for  advancement. 

If  you  think  you  are  the  right  candidate,  please  E-mail  your  resume  today  to: 

Rebecca  Bradner,  CAD,  Las  Vegas  Review- Journal/Sun 
rbradner@reviewjournal.com 


SALES  EXECUTIVE 

Community  Newspaper  Holdings,  Inc.  is  seeking  a  top-level  sales  executive  to  join  our 
team.  The  position  is  a  sales  focus  team  leader  (Drive  Team)  that  works  with  our  community 
newspapers  nationwide.  There  will  be  extensive  travel  requirements  that  involve  arriving  in  a 
market  Sunday  evening,  and  departing  Friday  evening.  We  estimate  over  35  visits 
per  year. 

We  are  looking  for  a  self-motivated  individual  who  works  well  in  a  team  environment,  pos¬ 
sesses  excellent  communication  skills  and  can  direct  a  strategic  sales  effort.  If  you  are 
one  of  the  best  on  your  sales  staff  -  and  you  have  a  personal  lifestyle  where  you  can  travel 
extensively  -  and,  you  have  the  desire  to  travel  -  you  may  be  the  successful  candidate 
for  this  opportunity.  This  is  a  high-profile  position  that  can  certainly  set  the  pace  for  your 
career.  Relocation  not  necessary.  Salary  plus  bonus,  excellent  benefits. 

Send  resume  and  cover  letter: 

Brenda  Coffey,  CNHI 

1050  Reed  Station  Road  Suite  E,  Carbondale,  IL  62902 
bacoffey@cnhi.com 


—  CLASSIFIED  ADVERTISERS - 

If  you  don't  see  a  category  that  fits  your  needs, 
please  call  us  at  888.825.9149 

visit  our  website 

- vvvvvv.editorandpublisher.com - 
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CIRCULATION 


ADVERTISING 

DIRECTOR 

The  Macomb  Daily,  one  of  Michigan’s 
premier  daily  newspapers,  has  an 
opening  for  an  Advertising  Director.  Lo¬ 
cated  in  Mt.  Clemens,  Michigan,  our 
suburban  44,000  daily  and  67,000 
Sunday  newspaper  seeks  a  dynamic 
leader  to  join  our  management  team. 

The  successful  candidate  will  have 
demonstrated  the  ability  to  grow  market 
share  and  increase  advertising  revenue 
in  our  competitive  and  growing 
markets.  Strong  sales  leadership  skills, 
strategic  planning  and  organization 
skills,  management  experience  in  a  union 
environment,  exceptional  interpersonal, 
communication,  motivational 

skills,  previous  sales  media  experience 
and  an  advertising/marketing  degree 
are  required. 

This  position  includes  base  salary  and 
a  benefit  package  with  medical,  dental, 
vision,  life,  LTD,  401(k),  paid  vacation, 
and  much  more. 

Interested  candidates  may  send  a  cover 
letter,  updated  resume  and  salary 
requirements  to: 

The  Macomb  Daily 

Attn:  Human  Resources 
P.O.  Box  707,  Mt  Clemens,  Mi  48043 
Fax:  (586)  78^0394 


ACCOUNT 

EXECUTIVE 

National  Newspaper  Placement  Services, 
a  leading  newspaper  placement 
firm,  is  looking  for  a  seasoned  Account 
Executive  with  extensive  knowledge  of 
the  newspaper/print  industry. 

Ideal  candidate  will  have  3-5  years  ad¬ 
vertising  sales  experience  and  a 
proven  track  record  in  Business- 
to-Business/outbound  sales.  Bachelors 
degree  preferred.  Candidate  must  be 
aggressive,  self-motivated,  and  possess 
strong  presentation  and  MS 
Office  skills.  Also,  must  be  willing  to 
travel  50%. 

Compensation  based  on  salary  and 
commission,  and  outstanding  health 
benefits.  This  position  is  located  in 
beautiful  Tallahassee,  Florida;  home  to 
the  Florida  State  Seminoles,  and  only 
20  minutes  from  the  Gulf  coast. 

Please  send  cover  letter,  resume  and 
salary  requirements  to: 

E-mail:  jsimmons@flpress.com 
Fax  (850)  577-3608 


Obstacles  don't  have  to  stop  you. 
If  you  run  into  a  wall,  don't  turn 
around  and  give  up.  Figure  out 
how  to  climb  it,  go  through  it,  or 
work  oround  it. 

-  Michael  Jordan 


ADVERTISING 

DIRECTOR 

The  Telegraph,  a  Knight  Bidder  news¬ 
paper  in  Middle  Georgia,  is  seeking  an 
experienced  and  highly  motivated  indi¬ 
vidual  to  lead  our  advertising  division. 
The  successful  candidate  should  have 
a  proven  track  record  of  growing  adver¬ 
tising  revenue  in  retail,  national  and 
classified  and  should  have  experience 
developing  online/print  advertising 
packages. 

Responsibilities  include  growing  revenue, 
growing  share  of  market, 

recruiting  and  training  topouality  account 
representatives  and  sales  managers,  and 
working  closely  with  all  departments  of 
the  newspaper  to  achieve 

company  goals.  A  college  degree  with 
a  minimum  of  five  years  experience  is 
required. 

The  Telegraph  offers  a  highly  competitive 
benefits  and  compensation  package  that 
includes  medical,  dental, 
vision,  life,  STDATD,  pension,  and 
401(k). 

Please  mail  cover  letter  and  resume  to: 

The  Telegraph 

120  Broadway,  Macon,  GA  31201 
Fax:  (478)  744-4498 
E-mail;  resume@>macontel.com 


AD  SALES 

Ever  thought  about  living  in  beautiful 
Taos,  located  in  the  mountains  of  northern 
New  Mexico’  The  Taos  News  needs 
an  experienced,  self-motivated  advertis¬ 
ing  sales  person  to  join  our 
team. 

We  were  voted  best  weekly  by  the  NNA 
in  2003.  We  have  86%  market  penetra¬ 
tion  and  ABC  audited  circulation.  Salary 
plus  commission  and  benefits  plus  a 
401(k). 

Send  or  fax  your  resume  with  a  cover 
letter  to:  The  Taos  News,  226  Albright 
Street,  Taos,  NM  87571  Attn:  Joanne. 
FAX:  (505)  758-9647 


ADVERTISING 

DIRECTOR 

The  Times  of  Frankfort,  Indiana,  a  Monday 
through  Saturday  newspaper,  circulation 
7,000,  seeks  a  motivated  individual  as  ad¬ 
vertising  director.  The 

Times  is  located  in  the  heart  of  Indiana 
just  south  of  Purdue  University.  This 
position  supervises  a  staff  of  nine  full 
time  and  part-time  employees  in  main¬ 
taining  advertiser  relationships  for  the 
daily  newspaper  and  its  niche  products. 
Strong  sales  and  newspaper  leadership 
experience  are  essential.  Send  resume 
and  cover  letter  to: 

Rick  Welch,  Publisher 
The  Times 

251  E.  Cilirton  Street 
Frankfort,  IN  46401-0009 
rwelch@paxtonmedla.com 


CIRCULATION 
HOME  DELIVERY  MANAGER 

The  Standard  Times,  nestled  nicely  on  the  beautiful  south  coast  between  Cape  Cod 
and  Rhode  Island,  is  seeking  a  Circulation  Flome  Delivery  Manager.  Responsibilities 
include  leading  the  home  delivery  division  in  a  way  that  promotes  circulation  growth, 
exceptional  service  to  our  Independent  Contractor  carriers,  customers  and  other  parties. 
Guide  team  of  District  Managers  to  assist  them  in  accomplishing  their  goals  and 
the  overall  goals  of  the  department. 

The  person  selected  will  have  a  solid  employment  record  in  newspaper  circulation,  be 
passionate  about  providing  exemplary  service  to  our  customers,  excellent  communication 
skills,  understanding  of  Independent  Contractor  relationship,  working  knowledge  of  Excel 
and  Word,  proven  ability  to  act  as  coach  and  mentor.  College  degree 
preferred. 

For  consideration,  please  send  your  resume  to: 

Brian  Stephens 

The  Standard  Times 

25  Elm  Street,  New  Bedford,  MA  02740 
Or  E-mail:  bstephens@s-t.com  Or  FAX:  (508)  979-4541 


CIRCULATION  SALES  DEVELOPMENT  MANAGER 

We  are  seeking  a  highly  motivated  leader  to  implement  sales  programs  designed  to  acquire 
and  retain  subscribers  for  The  Orange  County  Register.  Lead  all  acquisition  efforts 
which  include  telemarketing,  intercept  sales,  direct  mail/single  copy  bounce  back.  Form 
sales  partnerships  i.e.,  real  estate,  entertainment,  utility, 
etc. 

•  Oversight  for  Kiosk  (mall  sales)  and  Door-Crew. 

•  Establish  sales  programs  designed  for  customer  retention  while 
partnering  with  internal  departments  (Promotions). 

•  Provide  leadership,  coaching,  feedback  to  direct  reports  and 
department. 

BS  degree  and  five  +  years  directly  related  management  experience.  Knowledge  of  ABC 
rules.  A  proven  track  record  of  innovative  and  creative  sales  strategies.  Ability  to  thrive 
under  a  high-pressured,  fast  paced,  highly  competitive  and  collaborative  environment. 

Please  submit  resumes  to:  sbums@notes.freedom.com 


DISTRICT  SALES  MANAGER 

USA  TODAY,  the  Nation’s  Newspaper,  is  seeking  a  District  Sales  Manager  to 
manage  the  distribution  and  sales  of  USA  TODAY  and  SPORTS  WEEKLY  in  the 
CT/New  London/Eastern  Rl  area. 

Responsibilities  include  managing  multi-product  wholesale  distributors  and  several  in¬ 
dependent  delivery  contractors,  increasing  sales  volume,  conducting 
sales/integrity/pilferage  audits,  managing  receivables,  identifying  and  selling  new  accounts, 
building  customer  relationships  and  conducting  service  checks. 

The  position  requires  early  AM  hours.  Stror^  communication,  problem  solving  and  otganizatxxial  skis  are 
required  with  PC  skis  to  include  Mkrosoft  (Dffice  Suite.  A  vaid  driver's  fcense,  excelent  diving  record  and 
a  reliable  vehicle  are  required  for  travel  vvithin  Ihe  territory.  Cover  letter  with  resume  by  E-mai  only  to: 

aaljajeh@usatoday.com 

We  regret  that  we  are  only  able  to  respond  to  individuals  contacted  for  an 
interview.  EOE 


CALL  CENTER  MANAGER 

Dispatch  Consumer  Services,  an  affiliate  company  of  The  Columbus  Dispatch, 
located  in  Lewis  Center,  Ohio,  is  hiring  a  Call  Center  Manager.  This  position  is  responsible  to 
manage  call  center  projects  for  The  Dispatch  and  to  sell  new  clients.  In 
addition  to  general  management  and  sales,  this  person  assures  that  high  standards 
for  quality  and  customer  satisfaction  are  achieved,  and  has  P&L  responsibility.  Our 
ideal  candidate  has  the  ability  to  lead,  motivate,  train  and  manage  employees,  has 
knowledge  of  marketing,  customer  acquisition  and  retention  strategies,  must  be  adept 
with  technology  and  possesses  excellent  communication  skills.  We  are  looking  for  a 
candidate  with  a  bachelor’s  degree  and  a  minimum  of  four  years  of  call  center  or  man¬ 
agement  experience. 

We  offer  an  exciting  and  positive  work  environment  with  excellent  compensation  and 
benefits.  Interested  applicants  may  send  resumes,  including  salary  requirements,  to: 

THE  COLUMBUS  DISPATCH,  Human  Resources  Department,  Attn:  CCM,  34 
South  Third  Street,  Columbus,  OH  43215.  Fax;  (614)  461-5533,  E-mail: 
jobs@dispatch.com.  Equal  Opportunity  Employer 


www.edltorandpublisher.com 
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CIRCULATION 


NEW  BUSINESS 
DEVELOPMENT  MANAGER  | 

The  St.  Petersburg  Times,  Florida’s  largest  daily  newspaper,  is  in  search  of  a  creative  [ 

and  innovative  self-starter  to  provide  leadership,  direction  and  coaching  to  its  Circulation  j 

staff.  The  position  is  responsible  for  developing  and  implementing  strategic  and  j 

tactical  retail  marketing  initiatives  within  the  company’s  Circulation  Department.  The  [ 

selected  candidate  will  drive  retail  marketing  (single  copy)  growth,  while  overseeing  [ 

corporate  account  sales  and  billing,  hawking  initiatives  with  independent  contractors,  | 

promotions  and  special  projects.  I 

Our  ideal  candidate  has  a  bachelor’s  degree  in  marketing,  sales  or  distribution  or  five  I 
to  seven  years  of  equivalent  experience  in  these  disciplines.  This  position  requires  a 
demonstrated  ability  to  secure  and  manage  corporate  accounts,  develop  and  implement 
marketing  plans  and  lead/work  collaboratively  at  all  levels  of  an  organization,  i 

Must  be  skilled  at  analyzing  trends  and  data,  resolving  problems  and  acting  j 

decisively.  Other  required  skills;  excellent  verbal  and  written  communication,  planning  i 

and  organization,  public  and  employee  relations.  Computer  skill  and  knowledge  of  Microsoft  I 

programs  needed,  including  Word  and  Excel.  { 

Qualified  candidates  may  apply  with  cover  letter  and  resume  to: 

E-mail:  resumes@sptimes.com  ! 

ST.  PETERSBURG  TIMES  ! 

P.O.  Box  1121,  St.  Petersburg,  FL  33731  i 

Fax:  (727)  893-8185  I 


1 _ 1 

EDITORIAL 

EDITORIAL 

1 - 

- 1 

LOOKING  FOR  AN  OPPORTUNITY 
TO  WORK  IN  GERMANY 


European  Stars  and  Stripes,  the  editorially  independent  daily  newspaper  that  covers  | 

the  military  overseas,  is  seeking  three  reporter/photographers.  Travel  could  include  j 

Iraq,  Kuwait  and  Afghanistan,  while  working  out  of  one  of  our  editorial  offices  in  Europe.  Sue-  | 
cessful  applicants  will  have  a  degree  in  journalism  and/or  three  years’  experience  reporting  i 
and  writing  for  a  newspaper  or  other  publication.  Foreign  language 
skills  are  desirable.  Attractive  benefits  package  available.  ! 

One  of  the  above  positions  is  a  13  month  limited  tenure  hire  with  potential  for  extensions.  \ 
The  remaining  two  are  permanent.  Please  indicate  your  interest  in  one  or  all  of 
the  positions.  Interested  applicants  should  submit  their  resume  to: 

EUROPEAN  STARS  AND  STRIPES 
Human  Resource  Office 
Unit  29480,  APO  AE  09211 
Or  E-mail  to;  jonesj@mail.estripes.osd.mil 


ASSISTANT/ASSOCIATE  EDITOR 


Publisher  of  special-interest  magazines,  books,  and  videos  seeks  a  profes¬ 
sional  with  3-t-  years’  magazine  or  newspaper  experience  to  join  the  staff  of 

Fine  Woodworking  magazine. 

Proven  editing  and  writing  skills  and  a  background  in  woodworking 
required.  .Moderate  travel  and  relocation  to  western  Connecticut  is  neccs.sary. 
Photographic  skills  are  a  plus, 

We  offer  a  competitive  salary,  excellent  benefits,  relocation  assistance,  and  a 
pleasant  work  environment,  1 1/2  hours  from  NYC.  Please  send  resume  to  HR. 


The  Taunton  Press 
63  South  Main  Street 
Newtown,  CT  06470 
Fax:  203-426-3503 
tauntonjobs@taunton.coni 
An  Equal  Opportunity  Employer 

visit  us  at  www.taunton.com  _ 


The  Taunton  Press 

Inspiration  for  hands-on  living* 


EDIT0R<S?PUBLISHER:  The  communication  link 
of  the  newspaper  industry  every  week  since  1884. 


CUSTOMER  SERVICE 
MANAGER 

The  Daily  Herald,  IL’s  3rd  largest  daily,  is 
seeking  an  exceptional  individual  to  man¬ 
age  and  train  staff,  and  maintain  and  de¬ 
velop  the  departmenfs  strategic  goals. 
Sales  and  customer  service  experience 
in  a  newspaper  environment  along  with 
2-3  years  of  supervisory  experience  is  a 
must. 

Send  resume,  cover  letter  and  salary  re¬ 
quirements  to:  P.O.  Box  280  Arlin^or  i 
Heights,  IL  60006  .  Attn:  EP-CSM. 
E-mail:  stafting@dailyherald.com 
FAX;  (847)  427-1270 


CIRCULATION 

DIRECTOR 

If  you  are  detail  oriented,  hands-on  and 
love  to  work  with  people  in  a  great  com¬ 
munity,  then  we  have  a  place  for  you. 

Our  20,000  circ,  5-day  daily  in  zone  8  is 
seeking  an  experienced  manager  to 
keep  us  growing. 

Duties  include  single  copy  and  home  de-  { 
livery  management,  circulation  develop-  |[ 

ment,  record  maintenance,  budgeting  j 

and  customer  service.  Salary  dependent  j 

on  experience.  Benefits.  ■■ 

Please  respond  to:  Box  3784,  Editor  & 
Publisher  Classifieds,  770  Broadway, 

7th  Floor,  New  York,  NY  10003 


EDITORIAL 


EDITORIAL 


ASSOCIATE  EDITOR  1 


Agricultural  Newspaper:  Capital  Press,  38,000-circulation  leading  ag  newspaper  for  WA, 
Ok,  id  and  CA.  Dynamic  award-winning  broadsheet  weekly,  family  owned,  covers  farm 
commodities  and  rural  life  in  traditional  journalistic  approach. 

Experience  and  skills  sought:  strong  editing,  insightful  editorial  and  column  writing,  effec¬ 
tive  supervision  of  staff,  and  excellent  interpersonal,  organizational  and  management 
skills.  Knowledge  of  agriculture  and  online  publishing  are  assets.  Letters,  resumes  to: 

E.  Shein,  Publisher, 

Capital  Press 

P.O.  Box  2048,  Salem,  OR  97308.  E-mail:  eschein@capitalpress.com 
More  details:  www.capitalpress.com/miscpages/work.htm 


EDITOR 

for  seven-day  daily  in  Saline  County,  Ar¬ 
kansas.  If  you  like  the  outdoors  right  out 
your  window  with  a  major  city  just  a 
short  drive  away  check  out  this  position. 
Journalism  degree,  previous  newspaper 
experience  gets  you  to  the  head  of  the 
list.  Seeking  a  talented,  self-starter  that 
can  motivate  staff  and  take  our  news 
product  to  the  next  level.  Growing  news¬ 
paper  company  with  lots  of  room  for  ad¬ 
vancement. 

Contact  Kenneth  Jones; 
kjones@bentoncourier.com 
Or  FAX  resume  and  references  to: 

(501)  315-8686 


EDITOR 

Diocesan  Magazine 

New  Catholic  publication  seeks  energetic, 
creative  editor.  Help  start  magazine  with  ; 
in-depth  articles  for  growing, 
diverse  diocese.  Must  be  willing  to  go 
out  for  the  story  and  meet  the  people 
behind  them.  Some  promotion  and  PR 
duties  required.  Ideal  candidate  is  a 
practicing  Catholic  with  a  love  for  com¬ 
municating  his/her  faith  in  a  lively,  inno-  | 
vative  and  informative  way.  Prefer  five  I 
years  experience  in  publications  editing  I 
or  writing.  Send  resume  with  salary  re-  i  j 
quirements  to:  '  ’ 

Director  of  Human  Resources 
Diocese  of  Raleigh 

715  Nazareth  Street 
Raleigh,  NC  27606 
Or  E-mail  to:  tapler@raldioc.org 


MANAGING  EDITOR 

Community-minded  editor  with  manage¬ 
ment  experience  for  24,000  all-local  j 
daily  in  Los  Angeles  area.  Will  be  asked  « 
to  develop  an  energetic  news  team  that  3 
understands  and  embraces  all  facets  of  i 
community  journalism.  i 

Would  also  oversee  12,000  circ.  J 
twice-weekly  neighboring  paper,  and  a  ^ 

combined  newsroom  of  23  reporters,  ed-  ^ 

itors  and  photographers.  Excellent  bene-  L 

fits  and  competitive  salary.  Glendale 
News-Press  and  Burbank  Leader,  owned 
by  the  Los  Angeles  Times. 

FAX  resume  to;  (818)  637-3287. 

OR  E-mail:  will.fleet@latimes.com 


E&P'S  CLASSIFIED 

the  newspaper 
^industry's  meeting^ 
place. 
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EDITORIAL 


EXECUTIVE  EDITOR 

The  Indiana  Gazette,  an  independently 
owned  newspaper,  is  looking  for  an  ex¬ 
ecutive  editor  to  run  the  news  department. 
The  Gazette  publishes  7  days 
per  week  with  a  circulation  of  16,400. 

Our  newspaper  has  served  Indiana 
County  for  almost  115  years.  Our  area 
offers  good  schools,  the  campus  of  In¬ 
diana  University  of  Pennsylvania  and  a 
great  lifestyle. 

We  are  looking  for  a  community- 
minded  editor  to  lead  our  newsroom 
with  vision  and  drive.  Strong  management 
and  copy  editing  skills  are  a  must. 
This  hands-on  editor  should  have  good 
pagination  and  layout  skills  as  well.  We 
offer  a  competitive  compensation  and 
benefits  package.  Reply  to: 

Michael  J.  Donnelly 
President  &  Publisher 
The  Indiana  Gazette 
P.O.  Box  10,  Indiana,  PA  15701 
Attn:  Editor  Position 


MARKET  RESEARCH 


MARKET  RESEARCH 


PRESSROOM 


RESEARCH  MANAGER 
TRAVEL  GROUP 

i  VNU  Business  Media  publishes  51  business  publications,  stages  56  trade  shows  and  | 
i  conferences  and  operates  more  than  185  business-to-business  electronic  products.  : 

'  We  operate  around  the  globe,  covering  some  of  the  most  powerful  industries  in  the  i  , 
I  world.  I 

I  We  are  currently  looking  for  a  Research  Manager  for  our  Travel  Group  of  j 
publications:  Business  Travel  News,  Meeting  News  and  Successful  Meetings.  ! 

RESPONSIBILITIES:  Manage  all  stages  of  primary  research  projects  from  start  to  finish,  in¬ 
cluding:  requesting  projects'  budgets,  recommending  methodology:  developing/designi.ig  i 
survey  instrument  and  related  materials;  scheduling/coordinating  concurrent  research  proj-  | 
ects;  analysis  of  results,  writing  final  reports  for  each  project;  Examples  of  projects  are:  j 
Readership,  Industry  studies.  Brand  awareness/custom  client  studies.  ! 

REQUIREMENTS:  5-7  years  of  experience  in  research  with  strong  project  management  , 
i  skills,  knowledge  of  survey  research/processes,  experience  designing/writing  ! 
questionnaires/surveys.  Familiarity  with  online  survey  software  package,  such  as  Sur-  ! 

:  veyMonkey,  SurveyTracker.  Background  in  statistics/research.  Knowledge  of  SPSS  |  | 
'  preferred.  Must  be  self  sufficient  and  able  to  work  well  independently.  i 

For  consideration,  please  send  a  resume,  and  cover  letter  which  must  include  salary 
I  requirements  to: 

iTimropportunities@vnuusa.com 

*  *  Please  be  sure  to  list  position  code  RMTR-EP  in  the  subject  line.  *  * 

Due  to  the  volume  of  resumes  that  we  receive,  only  those  candidates  selected  for  interviews 
will  be  contacted.  No  phone  calls.  No  agencies  please.  Local  candidates  i  i 
only.  VNU  Business  Media  offers  a  competitive  salary  with  excellent  benefits.  '  j 

i  VNU  is  an  Equal  Opportunity  Employer  ^ 


PRESSROOM 


PRESSROOM 


PRODUCTION 


uMkf'Tnq:! 


Openings  with  large  commercial 
webhouse.  Single  Width  open 
web.  Experienced  running  four 
color.  Work  in  Sunny  California. 
Openings  near  San  Francisco 
and  Los  Angeles.  E-mail  resume 
to: 

etervol@yahoo.com 


Growing  suburban  Detroit,  (Troy)  Ml  printing  company  is  seeking  pressmen/rollmen 
with  extensive  heatset  experience  running  multiple  webs  (newsprint  and  gloss  with 
glue)  on  Goss  community  4  highs  with  Butler,  Martin  and  Enkel  splicers.  If  you  are  a 
Take  charge  leader",  like  to  run  fast  and  know  how  to  produce  high  quality  with  low 
waste,  we  need  to  talk!  Experience  with  and  knowledge  of  lean  manufacturing  principles  and 
applications  a  definite  plus.  We  are  willing  to  pay  higher  than  industry  average  compensa¬ 
tion  to  the  right  individual(s). 

Please  forward  current  resume,  references  and  salary  requirements  via  E-mail  to; 
dfrancisco@ntvbooks.com  or  send  via  mail  to:  Dean  Francisco,  Plant  Manager, 
National  Television  Book  Company,  209  Park  Street,  Troy,  Ml  48083. 


COMMERCIAL 
PRINT  SALES 

The  Tribune-Star  in  Terre  Haute,  IN  is 
seeking  an  experienced  commercial 
print  sales  professional  to  market  the 
services  of  our  recently  installed  16-unit 
Urbanite  press  and  mailroom  equipment. 
We  are  looking  for  a  dynamic, 
high-energy  Individual  with  an  in-oepth 
knowledge  of  the  printing  industry  and 
a  solid  track  record  of  proven  success. 
You  will  be  responsible  for  servicing 
existing  customers  while  working  to  es¬ 
tablish  new  business  through  relationship 
building  and  excellent  customer 
service.  Send  resume  to: 

Trevis  Mayfield,  Tribune-Star 
222  S.  7th  Sb-eet 
Terre  Haute,  IN  47807 


From  the 

newsrooms 

to  the 

PRESSROOMS 

to  the 

boardrooms  - 

no  one  covers  the 
newspaper  business  like 
Editor  &  Publisher 


*  visit  our  website  aL 
wwvv.edi  torandpiiblisher.com 


Account  Representatives! 
Project  Managers 


We  are  growing  and  are  in  need  of 
the  following  positions. 

Account  Representatives,  to  sell  our 
software  products  within  the  United 
States,  knowledge  of  Pre-Press 
Operations  or  Advertising  Operations 
a  plus. 

Project  Managers,  to  implement  and 
support  our  software  products  world¬ 
wide.  Technical  experience  with 
Newspaper  systems  a  plus. 

Please  send  resume  to 
HR@presteligence.com  or  visit 
http://www.presteligence.com/careers 


I  presteligence 


www.editorandpublisher.com 


LEAD  PRESS  OPERATOR 

Tribune  Publishing,  a  dynamic  daily  newspaper,  diverse  commercial  printing  operation, 
and  regional  print  site  for  the  New  York  Times  is  accepting  applications  from 
experienced  press  operators  for  a  lead  operator  position.  Experience  with  the  operation 
and  maintenance  of  DGM  or  Goss  Community  web  offset  press  is  preferred  but  other 
web  experience  will  be  considered. 

Applicants  need  to  have  strong  leadership  skills,  experience  with  commercial  work,  stitch 
&  trim,  broadsheet  and  magazine  formats,  4  color  tight  register,  and  ability  to  direct  a 
crew  and  stay  on  schedule. 

We  are  a  locally  owned,  family  owned  business  in  Mid-Missouri.  We  offer  a  desirable 
lifestyle  and  benefits,  which  include  competitive  salary,  medical  and  dental,  vacation  pay, 
sick  pay,  and  401(k)  retirement  plan. 

Send  resume  and  salary  history  to  Tribune  Publishing  Co.,  Attn.  Scott  Rinehart 
1(X)  N.  Fourth  Street,  Columbia,  MO  65201.  OR  E-mail:  srinehart@tribmail.com 
or  call:  (800)  333-6799  ext.  1543.  EOE/Drugfree  Workplace. 


Your 

communication 
link  to  the 
newspaper 
industry  every 
week 

since  1884. 


l/’s  a  Classified  Secret! 


We’ll  never  reveal  the  identity  of  an  E&P  box  holder 
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PRESSROOM 

PRESSROOM 

■ 

NEW  2005  EDITION  WITH  GLBT! 


MULTICULTURAL  ARK 

IN  AMERICA  THE  ONLY  COMPLETE  DIREQORY 


Hispanic/Latino  •  African  American  •  Asian  American  •  GLBT 

New  Opportuniries 

Multicultural  marketing  is  the  fastest  growing  category 
in  consumer  marketing  today.  National  advertisers  are 
now  specifically  targeting  the  multicultural  marketplace. 
Hiring  specialized  agencies  for  the  purpose  —  creating 
native  language  ads,  buying  ethnic  oriented  media  and 
generating  separate  creative  for  each  multicultural 
community. 

Contacts 

With  this  directory  everyone  tailoring  messages  to 
multicultural  audiences  can  find  the  contacts  they 
need.  Agencies  will  find  potential  clients.  Clients 
will  shop  effectively  for  agencies.  Media  sales  people 
and  media  buyers  will  find  each  other.  Service 
providers  will  quickly  identify  their  best  prospects. 

Organized  by  Multicultural  Community 

Community  specific  organization  allows  for  ease  of  use 
and  quick  targeting  of  the  type  of  organization  needed. 

Cross  Referenced 

Indices  at  the  end  of  the  directory  will  cross-reference 
all  listings  by  geography  (city  and  state),  community 
focus  (Hispanic/Latino,  African  American,  Asian 
American,  GLBT)  and  company  type. 

ORDER  NOW  -  Only  $299* 

To  order  your  copies  of  ADWEEK's  Multicultural 
Marketing  Directory,  just  coll  800-562-2706. 


COMPLETE  LISTINGS 

•  Advertising  Agencies 

•  PR  Firms 

•  Medio  Buying  Services 

•  Multicultural  Medio  -  Radio,  Television, 

Coble  Networks,  Magazines, 

Daily /Weekly  Newspapers 

•  Brand  Marketers  with  Multicultural 
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I  Dailies  throughout  the  world 
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{continued firm  pc^e  64} 
of  second  thoughts  from  people 
who  had  initially  been  angry.” 

Why  do  some  readers  get  so 
mad  at  Rail?  “I  think  it’s  because 
I  express  myself  the  same  way  | 
in  print  as  many  cartoonists  or 
journalists  do  in  private,”  said  the 
Universal  artist.  “You  often  hear 
liberal  cartoonists  talk  about  what 
stupid  idiots  Bush  and  his  sup¬ 
porters  are,  yet  they  pull  their 
punches  in  their  work.  Sure,  they 
criticize  Bush,  but  they’re  gentler.” 

This  year  Rail  also  edited  one 
book  ^Attitude  2:  The  New  Subver¬ 
sive  Social  Commentary  Cartoon¬ 
ists)  and  wrote  another  (}Vake 
Up,  You’re  Liberal:  How  We  Can  Take 
Back  America  From  the  Right). 

Turning  to  columnists,  one  having  a 
spectacular  2004  is  Ruben  Navarrette  Jr.  of 
The  Dallas  Morning  News  and  Washington 
Post  Writers  Group.  His  client  list  jumped 
from  55  on  Jan.  1  to  172  (including  a  Gan- 
nett-wide  buy  of 
about  90  papers)  as 
of  last  month.  “Being 
unpredictable  is  one 
of  his  strengths,”  said 
WPWG  Editorial 
Director/GM  Alan 
Shearer. 

Navarrette,  who 
joined  WPWG  in 
2001,  noted  that  his  column  is  unpre¬ 
dictable  because  it  addresses  Latino  as  well 
as  “mainstream”  issues  and  “looks  for  a 
‘third  way  —  either  picking  and  choosing 
the  best  of  both  arguments  or  venturing  out 
in  a  whole  different  direction.” 

The  37-year-old  Navarrette  is  conserva¬ 
tive  on  some  issues  (Iraq  war,  the  death 
penalty,  flat  tax,  school  vouchers,  bilingual 
education,  and  racial  preferences)  and 
liberal  on  others  (including  immigration, 
abortion,  gun  control,  and  chil  liberties). 

Among  the  columns  sucessfiilly  entering 
syndication  this  year  were 
editorial  ones  by  Stanley 
Crouch  of  King  (nearly 
50  clients)  and  Michael 
Barone  of  Creators  (44), 

“House  to  Home”  by 
Debbie  Travis  of  King 
(nearly  50),  and  “Low-Carb 
for  Life”  by  Dana  Carpen- 
der  of  United  (40). 

“Luann”  creator  Greg 
Evans  of  United  won  the 
National  Cartoonists 


/  HOW  DO  VOTERS  FEEL 
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THE  AMERICAN  FLAG 
V  FROM  BEING  BURNED? 
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into  triangles 


Ruben  Navarrette  Jr. 


Societys  Reuben  Award  as  top  cartoonist 
this  May.  “Every  time  I  walk  past  the  trophy 
in  my  living  room.  I’m  incredulous,”  he 
said.  To  be  in  the  ranks  of  Milton  Caniff, 
Charles  Schulz,  and  Bill  Watterson  is 
really  a  great  honor.” 

“Luann,”  which  runs  in  370  papers,  often 
focuses  on  its  teen  title  character.  But  it  has 
also  recently  spent  lots  of  time  with  Luann’s 
brother.  Brad,  as  he  tries  to  become  a  fire¬ 
fighter  and  interacts  with  a  young  woman 
named  Toni  and  her  jealous  boyfriend. 

More  than  75  papers  bought  “Clear  Blue 
Water”  (see  art  below)  since  Universal 
launched  the  strip  this  May.  Karen  Mon- 
tague-Reyes’  partly  autobiographical  comic 
stars  the  multiracial  Torres  family,  which 
includes  a  liberal  mom,  a  dad  growing 
more  conservative,  and  five  chOdren.  It’s  a 
mostly  happy  household,  but  one  that  also 
deals  with  reality  —  for  instance,  a  son  wifi 
be  diagnosed  with  autism  this  month. 

Montague-Reyes,  36,  and  her  husband 
also  have  five  children,  one  autistic.  So  how 
does  she  find  enough  time  to  do  “Clear  Blue 
Water”?  “I  work  until  2  or  3  a.m.  and  get 
up  at  7  on  weekdays,”  said  the  cartoonist. 
On  top  of  that,  she  and  her  family  had  to 
evacuate  their  Florida  home  three  times 
this  year  because  of  hurricanes. 
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Established  comics  gaining 
many  clients  since  Jan.  1  included 
■  “Get  Fuzzy”  by  Darby  Conley  of 

United  (from  400  to  500  papers 
in  its  fifth-anniversary  year)  and 
“Zits”  by  Jim  Borgman  and  Jerry 
Scott  of  King  (up  90  to  1,275). 

Several  other  strips  are  having 
milestone  years.  “Hi  &  Lois”  by 
Brian  Walker,  Greg  Walker,  and 
Chance  Browne  of  King  turned 
50.  “The  Wizard  of  Id”  by  Johnny 
Hart  and  Brant  Parker  of 
Creators  reached  40.  “For  Better 
or  For  Worse”  turned  25,  and  its 
creator,  Lynn  Johnston,  returned 
to  Universal  from  United. 

Other  switches  included  two 
editorial  cartoonists  moving  to  the  New 
York  Times  Syndicate-marketed  Cartoon¬ 
ists  &  Writers  Syndicate:  Jeff  Danziger 
(from  TMS)  and  the  Lexington  (Ky.)  Her- 
oM-LeadeYs  Joel  Pett  (from  Universal). 

In  file  text  world.  Cal  Thomas’  TMS 
column  reached  its  20th  anniversary. 

Universal  writer  Ann  Coulter’s  list  rose 
from  about  80  to  110  papers  this  year. 

“Ask  Amy”  columnist  Amy  Dickinson,  who 
succeeded  Ann  Landers  at  the  Chicago 
Tribune,  reached  100  clients  and  in  Sep¬ 
tember  had  her  first  anniversary  with  TMS. 

“Nascar  This  Week”  by  Monte  Dutton  of 
King  rose  from  155  to  280  clients.  New 
packages  catching  on  included  Universal’s 
SEC  and  ACC  college-sports  offerings  (160 
combined  clients)  and  Copley’s  “Weekly 
News  and  Features”  and  “Editors’  Choice” 
(88  combined  clients).  The  last  two  allow 
editors  to  assemble  their  own  packages 
to  download  from  Copley’s  Web  site. 

Several  older  features  gained  papers. 
During  a  year  that  spawned  a  movie, 
“Garfield”  by  Jim  Davis  of  Universal  added 
50  mostly  foreign  clients  to  its  now-2,650 
clientele.  And  Washington  Post  columnist 
David  Broder’s  list  rose  from  294  to  304. 
Said  WPWG’s  Shearer:  “People  really  do 
turn  to  Dave  in  an  election  year.”  II 
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NEWSPAPER  STOCK  PERFORMANCE 


Oct.  14  close 

YOY 

%  change 

30  days  ended  Oct.  14 

Gannett  (GCI) 

81.18 

0.32 

-6.45 

Dow  Jones  (DJ) 

42.55 

-15.74 

1.87 

Knight  Ridder  (KRi) 

67.18 

-4.01 

3.55 

Tribune  (TRB) 

42.39 

-11.32 

5.06 

New  York  Times  (NYT) 

39.28 

-12.90 

-4.27 

E.W.  Scripps  (SSP) 

47.45 

2.17 

-4.45 

Washington  Post  (WPO) 

877.00 

25.82 

-3.63 

Belo  (BLC) 

22.52 

-13.72 

-0.49 

McCiatchy  (MNI) 

68.89 

10.17 

-4.80 

Media  General  (MEG) 

55.00 

-14.28 

-6.49 

Lee  (LEE) 

45.75 

11.42 

-2.24 

DJ  U.S.  Publishing  Index 

312.56 

2.89 

-1.28 

DJ  U.S.Total  Market  Index 

261.42 

5.43 

-2.00 

Source:  Dow  Jones  Indexes 

1  PUTTING  STOCK  IN  CIRCULATION  | 

Newspaper  Stocks  April  1, 2004-  Oct.  6, 2004 


Aug.  5:  The  Dallas  Morning  News  announces  circ  problems 


June  15:  The  Chicago  Sun-Times  announces  circ  problems 

Source:  CBS  MarketWalch 


TOP  MARKETS  FOR  SPORTS  SECTIONS 

Market 

‘Percentage 

Flint/Saginaw/Bay  City,  Mich. 

71% 

Charleston/Huntington,  S.C. 

70% 

Birmingham,  Ala. 

69% 

Toledo,  Ohio 

69% 

Dayton,  Ohio 

68% 

Jacksonville,  Fla. 

68% 

Honolulu 

68% 

Mobile/Pensacola,  Fla. 

67% 

Greensboro/High  Point/Winston-Salem,  N.C. 

67% 

Lexington,  Ky. 

67% 

Providence/New  Bedford,  R.l. 

66% 

Kansas  City 

66% 

Indianapolis 

66% 

Wilkes-Barre/Scranton,  Pa. 

65% 

Boston 

65% 

Pittsburgh 

65% 

Charlotte,  N.C. 

65% 

Rochester,  N.Y. 

65% 

Grand  Rapids/Kalamazoo/Battle  Creek,  Mich. 

65% 

Nashville,  Tenn. 

65% 

*  Number  represents  daily  readers  who  read  the  sports  section. 

Source:  Scarborough  Research 


CMR  NEWSPAPER  ADVERTISING  INDEX 


2004  performance  compared  to  2003 
GAINS/LOSSES  IN  RETAIL  CATEGORIES 


Retail  category _ YTD  Gain/loss%  Aug.  2004  Gain/loss% 


Apparel/accessory  stores 

2% 

-9% 

Auto  supply/repair 

-1% 

0% 

Books/stationery  stores 

8% 

-59% 

Building  materials 

0% 

9% 

Computer  stores 

18% 

10% 

Consumer  electronics 

11% 

-3% 

Department  stores 

-16% 

-22% 

Discount  stores 

-17% 

-27% 

Drug  stores 

-51% 

-71% 

Food  stores 

-2% 

-12% 

Furniture  and  accessories 

1% 

-15% 

Jewelry  stores 

16% 

20% 

Office  supply  stores 

1% 

5% 

Sporting  goods  stores 

3% 

-5% 

GAINS/LOSSES  IN  CLASSIFIED  CATEGORIES 

Classified  category 

YTD  Gain/loss% 

Aug.  2004  Gain/loss% 

Automotive 

-4% 

-16% 

Education 

5% 

0% 

Other  display  classified 

-3% 

-9% 

Real  estate 

1% 

4% 

Recruitment 

10% 

18% 

Source:  E&P/CMR  Newspaper  Advertising  Indices 
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MONTH  IN  REVIEW 


Editorial  Cartoon  of  the  Month 


Check  out  Won  the  Web 


Regular  visitors  to  E&P  Online  may  already 
have  seen  some  of  the  stories  below.  But 
for  those  who  would  take  advantage  of 
our  Web  reporting,  here’s  a  recap  of  some  of  E&P’s 
top  stories  for  the  past  few  weeks.  If  you  haven't 
done  so  already,  activate  your  registration  now  by 
visitingwww.editorandpublisher.com/activate. 

SEPTEMBER 

in  Trick  or  treat?  In  his  weekly 
ID  “Campaign  Relier  column  in 
Shoptalk,  John  Hanchette  speculates 
about  an  “October  Surprise.” 

George  Bush  Meets  ‘Baghdai>  Bob’ 
Some  of  the  president’s  rosy  statements 
about  the  situation  in  Iraq  sound  unnerv- 
ingly  like  the  former  Saddam  spokesman, 
writes  Greg  Mitchell. 

01  Two  DEATHS  IN  A  SMALL  TOWN  The 
L I  so-called  low  U.S.  casualty  count  in 
Iraq  looks  different  when  you  know  the 
dead  or  their  kin  as  a  small-town  editor 
(and  former  embed).  A  Shoptalk  by 
Dennis  Anderson. 


An  honor  guard  carries  the  casket  of  Staff 
Sgt.  Allan  Walker  after  his  funeral  service 
at  Lancaster  Presbyterian  Church  in  California 

00  Where  the  auction  is  In  his  popu- 
LL  lar  column  at  E&P  Online,  Steve 
Outing  suggests  how  newspapers  can 
better  tap  into  the  growing  popularity 
of  online  auctions. 

on  The  Life  of  the  Third-p.arit 
lD  Getting  that  circ  boost  in  home 
delivery  may  not  be  worth  it,  says  Jay 
Schiller  in  a  guest  Shoptalk. 

THE  E-MAIL  READ  ’ROUND  THE  WORLD 
A  Wall  Street  Journal  reporter  speaks  her 
mind  about  the  real  “disaster”  conditions 
in  Iraq  and  the  message  gets  forwarded  to 
the  world  at  large,  writes  Greg  Mitchell. 


JEFF  DANZIGER,  NEW  YORK  TIMES  SYNDICATE/ 
CARTOON  ARTS  INTERNATIONAL,  OCT.  10 


OCTOBER 

1  Freedom  just  another  word?  If  you 
haven’t  FOIA’d  lately,  you  may  not  be 
doing  your  job,  writes  Mark  Tapscott  in 
a  Shoptalk. 

4  Young,  rfstless  In  his  debut  News¬ 
paper  2.0  column,  Jesse  Oxfeld  says 
he  reads  a  lot  of  newspaper  copy  —  but 
only  on  the  Web. 

11  Endorse  farly  and  often?  Voters 
1 1  can  cast  ballots  earlier  and  earlier,  so 
newspapers  are  responding  by  endorsing 
candidates  quicker. 

10  Classified  INFORMATION  Anew 
IL  report  shows  more  clearly  how  online 
sites  are  cutting  into  newspaper  classified. 

Oregon,  not  forgotten  The  Oregonian 
defends  airing  an  alleged  sex  attack  from 
a  congressman’s  distant  past. 

THE  advice  squad  E&Fs  new  Qualm- 
budsman  answers  your  questions. 


Trust  Never  sit;eps? 
New  APME  survey 
shows  readers  mostly 
still  trust  the  media. 

Going  to  health 
San  Francisco  Chroni¬ 
cle  employees  face 
cuts  in  their  benefits. 


New  Advo  CEO 
Scott  Harding 


It’s  show  time  Visit 
to  Graph  Expo  finds  more  overlap  be¬ 
tween  newspaper,  commercial  printing. 

1 J  The  ‘X’  Factor  Papers  get  “steamy” 
IH  over  court  documents  in  sexual  ha¬ 
rassment  suit  involving  Fox’s  Bill  O’Reilly, 
but  his  syndicate  boss  stands  behind  him. 

1C  Hell  NO,  WE  won’t  GO  Jackson, 
lu  Miss.,  paper  breaks  a  national  story 
about  U.S.  soldiers  refusing  to  carry  out  a 
“suicide”  mission  in  Iraq. 

10  Occupation  thf:rapy  Knight  Ridder 
ID  report  reveals  shockingly  little  plan¬ 
ning  prior  to  U.S.  takeover  in  Iraq. 


From  NSA  to  Advo:  Newspaper 
Services  of  America  founder  Scott 
Harding  jumps  ship  to  become  CEO 
of  direct-mail  giant. 


Newspaper  endorsements  In  E&Fs 
exclusive  tally,  Kerry  still  getting  most 
of  the  nods.  (See  other  dates  this  month 
for  daily  updates.) 
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Quipp  Systems,  Inc. 

Quipp  Systems,  Inc.,  designs,  manufaaures  and 
installs  automatic  material  handling  systems  for 
newspaper  packaging  and  distribution  centers 
since  1983.  Products  include  inserters,  collators 
with  poly-wrappers,  gripper  and  belt  conveyors, 
stackers,  bottomwrappers,  floor  equipment, 
palletizers,  cart  loaders  and  controls  systems. 


Quipp  Systems,  Inc. 
4800  NW  157  Street 
Miami,  FL  33014 


Ph:(305)  623-8700 
Fax:  (305)  623-0980 
info@quipp.com 
www.quipp.com 


aseview' 


Melbourne,  Florida 
(321)  242-5000 

Ann  Arbor,  Michigan 
(734)  662-5800 
vwvw.harrisbaseview.com 


Baseview  and  Harris  fulfill  all  your  print  and 
online  publishing  needs.  Our  new  CirculationPro 
runs  on  several  systems,  including  Macintosh  OS 
X,  Windows  and  Solaris.  Along  with  editorial, 
advertising,  production  and  circulation  solutions, 
we  also  offer  full-featured  Web  hosting. 
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PROXIM'T 


Newsroom  Management  Software 


Pioneering  newsroom  efficiency 
Phone:  011  44  20  7307  5190 
Email;  info@proxim-it.com 
www.proxim-it.com 

Proxim-IT's  newsroom  management  software. 
Control  Tower,  helps  editors  run  efficient, 
cost-effective  newsrooms.  A  suite  of  collaborative 
tools  and  time  management  features.  Control 
Tower  manages  story  budgeting,  event  planning, 
and  resource  scheduling. 


MEMBER  OE  THE  MULLER  MARTINI  GROUP 

Graphic  Management  Associates,  Inc. 
2980  Avenue  B 
Bethlehem,  PA  18017 
Phone:  (610)  694-9494 
Fax;  (610)  694-0776 
www.gma.com 

GMA  serves  newspaper  packaging  and  distribution 
needs  with  the  industry's  most  extensive, 
technically  advanced  and  proven  line  of  high  speed 
inserting,  conveying,  bundle-building  and  bundle 
distribution  systems,  supported  by  GMA's  state-of- 
the-art  production  control  software. 


LACE 


Route  Smart 

TECHNOLOGIES 

The  world's  most  intelligent  routing  system. 

1.800.977.7284 

info@routesmart.com 

vvvvw.routesmart.com 

The  RouteSmart  system  automatically... 

■  Balances  carrier  routes 

■  Sequences  subscribers  in  delivery  order 

■  Prints  detailed  turn-by-turn  driving 
directions  for  each  carrier 

■  Integrates  with  existing  subscriber 
management  systems 

Contact  us  to  coordinate  a  demo 
with  your  route  data. 


A  Pamarco  Technologies  company 
PO  Box  573 

Elizabethville,  PA  17023 
800-DGM-6119 
vvww.dauphingraphic.com 

Globally  known  as  the  leader  in  advanced  single 
width  press  technology,  DGM  offers  newspaper 
and  commercial  industry  presses  and  folders.  With 
24  hour  emergency  service  and  an  extensive  parts 
inventory,  you  can  rely  on  DGM  for  customer  care 
and  satisfaction  of  American  made  products. 


%  KBA  TKS  WIFAG 
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3900  East  Market  Street 
York,  PA  17402-0615 
Phone:  (717)  505-1150 
Fax:  (717)  505-1161 
sales@kbapa.com 
www.kba-print.com/pa 

As  a  member  of  the  KBA  group,  KBA  North 
America  offers  a  complete  line  of  single-width  and 
double-width  flexographic  and  offset  printing 
machinery:  the  COLORMAX/II/SW  for  flexography; 
the  COLORA/PRISM.A/COMMANDER  for  the 
double-width  offset;  the  CONTINENT/COMET  for 
the  single-width  applications.  Shaftless  drives  and 
split-arm  reels  are  featured  as  standard. 


SINCE  1874 
TKS  Sales  of  North  America 
(800)  375-2857 
sales@tkspress.com 
www.tksusa.com 

The  TKS  Color  Top  line  of  shaftless  newspaper 
printing  presses  includes: 

•  Color  Top  9000CDH  (6x2)  rated  at  90,000  cph 

•  Color  Top  7000CDH  (4x2)  rated  at  85,000  cph 

•  Color  Top  5000CDH  (4x1)  rated  at  75,000cph, 
and  the  newest  addition 

•  Color  Top  4000  (2x2),  rated  at  70,000  cph. 
Additionally,  TKS  can  add  our  shaftless  towers  to 
your  existing  press  and  upgrade  your 
inking  system  to  Digital  Ink  Pumps. 


Mr  Joe  Ondras,  Vice  President  Sales 
WIFAG  USA 
640  Gunby  Road 
Marietta,  GA  30067 
Tel.770  850-8511 
Fax.  770  850-8550 
E-mail  JOEatWIFAG@aol.com 
www.wifag.ch 

On  the  road  towards  digital 
newspaper  printing 

The  WIFAG  evolution  371  press  is  the  world's  first 
image  data  based  newspaper  printing  press  and 
will  be  introduced  to  the  US  market  at  the  North 
Jersey  Media  Group.  Production  start  August  2006. 
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Shoptalk 


Editor/deacon  relates  tale  of  blind  faith  vs.  the  media  in  Virginia 


This  sorry,  sordid  story  is  finally  over  now, 
nearly  two  years  after  it  began.  My  former  pastor  is 
now  essentially  an  ex-priest  who  will  be  on  probation 
for  his  crimes  for  the  rest  of  his  life.  And,  in  the  minds 
of  some  members  of  his  former  parish,  it’s  all  the 
media’s  fault.  If  you  ask  them,  they  will  tell  you  that  the  evil  media 
unleashed  demonic  powers  on  this  one,  poor,  innocent  man  of  God. 

For  someone  like  me,  who  has  been  a  Catholic  clergyman 
and  a  journalist  for  more  than  20  years,  that’s  been  hard  to  take, 
especially  since  a  fair  amount  of  their  anger  has  come  my  way. 


In  my  case,  it’s  a  family  affair  since  my 
wife  also  is  a  journalist.  The  impact  on 
our  four  children  is  another  story.  They’ve 
watched  their  former  pastor  pilloried  in  a 
press  that  employs  their  mother  and  fa¬ 
ther,  and  heard  the  venom  hurled  our  way 
simply  because  of  how  we  make  a  living. 

Take  it  just  a  hit  further,  as 
some  have,  and  it  somehow 
gets  twisted  into  being  my 
fault  our  former  pastor  faced 
felony  counts  of  abuse,  abduc¬ 
tion  and  sodomy,  because 
I  am  the  media  —  or  at  least 
the  face  of  the  media  sitting 
in  the  pew  on  Sunday  or  pro¬ 
claiming  the  Gospel  at  Mass. 

I  just  don’t  get  it. 

The  case  against  my  former 
pastor,  the  Rev.  John  E.  Leonard, 
has  been  part  of  the  local  news  mix  in 
Virginia  since  2002.  Leonard’s  failings 
are  matters  of  public  record  and  have 
been  well-documented  by  broadcast  and 
print  media  in  Richmond,  the  Virginia 
Beach  area,  and  all  over  the  country.  His 
case  has  gained  national  attention  for  the 
nature  of  the  accusations  against  him  and 
his  flippant,  arrogant  response  to  them. 

I  immediately  declared  my  conflict  of 
interest  in  the  Leonard  story  when  it  first 


broke  and  took  no  part  in  news  decisions 
at  the  Richmond  Times-Dispatch,  where 
I  then  worked  as  assistant  metro  editor. 

It  was  an  odd  experience,  to  say  the 
least,  to  watch  media  attention  —  the 
negative  kind  —  focus  on  someone 
I  knew.  I  recalled  some  of  the  stories 
I  had  written  or  edited  that 
centered  on  someone’s  alleged 
misdeeds  and  tried  to  remem¬ 
ber  if  I  was  as  fair  to  those 
people  as  I  wanted  the  news¬ 
papers  and  television  stations 
to  be  to  Leonard.  I  also  found 
it  unnerving  when  reporters 
at  other  papers  and  stations 
asked  for  comments  or  help 
on  the  story,  or  when  the  glare 
of  a  television  camera  caught 
i  us  wide-eyed. 

From  a  professional  distance,  I  watch¬ 
ed  how  my  colleagues  at  the  Times- 
i  Dispatch  covered  this  story.  They  were 
professional,  diligent  and  fair,  and  I  know 
they  went  to  great  lengths  to  achieve 
accuracy  and  balance.  I  did  not  agree 
with  every  decision  they  made.  I  cringed 
i  at  some  of  the  stories,  but  I  never  ques¬ 
tioned  the  motives  or  objectivity  of  the 
i  reporters  and  editors  involved. 

Some  of  the  other  print  and  broadcast 


media,  in  my  opinion,  did  not  do  as  good 
a  job.  I  saw  some  bias,  but  mostly  igno- 
t  ranee  about  the  church  and  how  it  works. 

I  But  no  matter  what,  the  Leonard  case 
1  was  a  legitimate  story  that  was  of  interest 
I  to  many  readers.  To  ignore  it  or  offer 
’  only  token  reporting  would  have  been 
a  moral  failure. 

However,  the  reaction  of  many  people 
I  to  the  case  shows  how  some  Catholics 
are  still  caught  in  the  mindset  of  “Father 
I  knows  best”  and  could  therefore  never  do 
anything  wrong.  So  Father  could  never 
have  a  drinking  problem,  abuse  drugs  or, 
God  forbid,  abuse  children.  Not  Father. 
And  since  Father  couldn’t  do  any  of  these 
things,  it  must  be  the  media’s  fault  — 
the  hated  secular  press, 
i  The  media  remain  a  convenient  target 
in  this  case  and  others  like  it  because  too 
many  people  still  do  not  want  to  believe 
that  their  clergy  can  do  bad  things. 

I  believe  that  the  majority  of  Catholic 
priests  are  good  men  of  God  whose  serv¬ 
ice  is  an  inspiration  to  believers.  But  some 
priests  are  bad  —  period.  They  abuse  the 
1  trust  of  their  parishioners  and  feed  on  the 
i  faith  given  them  by  innocent  children  and 
teens.  Who  let  people  know  about  this? 

It  wasn’t  the  church. 

Cover-ups,  secret  payoffs,  and  intimi¬ 
dation  are  the  ways  some  dioceses  dealt 
with  the  pedophilia  crisis.  Much  of  that 
has  improved,  but  why?  Maybe  the  media 
had  something  to  do  vdth  it. 

If  it  were  not  for  the  news  media,  for 
1  example,  disgraced  Cardinal  Bernard  Law 
I  —  among  others  —  would  still  be  shuf¬ 
fling  pedophiles  from  parish  to  parish. 
And  if  it  were  not  for  the  news  media, 
predator  priests  would  still  be  preying 
on  the  young. 

I  am  a  Catholic  deacon,  and  1  love  my 
church.  I  am  a  journalist,  and  I  am  proud 
:  of  my  profession.  And  I  believe  there  is  no 
conflict  between  religious  faith  and  hon¬ 
est  work  that  tries  to  let  the  light  of  truth 
shine  on  the  darkness  of  evil.  II 

Mullen  is  a  permanent  deacon  of  the 
i  Catholic  Diocese  of  Richmond  and  a  jour¬ 
nalism  teacher  at  the  University  of  Rich¬ 
mond.  He  spent  more  than  21  years  in 
I  daily  journalism  and  was  most  recently 
\  an  assistant  metro  editor  at  the  Rich¬ 
mond  (Va.)  Times-Dispatch. 
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Improve  your  BOTTOM  LINE 


•  •  • 


w,T„  VISION 

Vision  Data  Newspaper  Management  Systems 


•  Unmatched  rating  A  pricing  flexibility 

We  excel  in  multi-pub  combo  selling  and  complex  rate  structures. 

•  Total  cuatomer  service  -  fully  integrated,  from  a 
single  workstabon  -  Classified,  Display,  Circulation. 

•  WEB  access  •  For  remote  users  or  customers 

•  Unsurpassed  reporting  through  hundreds  of  user 
defined  ‘standard’  reports  and  the  ability  to  utilize  any  report- 
writer  or  data  analyzer  of  the  newspaper’s  ch<^. 

•  Single  database  design-  NO  INTERFACES  - 
single  file  per  customer  -  Improve  sales  and  marketing  and 
simplify  operation. 

•  Proven  reputation  for  customer  support  - 

Excellent  customer  retention  earned  through  experienced  24/7  customer 
support  staff.  (Average:  13+  years  tenure  per  employee) 

•  ASP  services  -  In-house  ASP  servers  can  run  any  publication  on  a 
full-time  or  backup  basis  with  short  notice. 

•  $  millions  Invested  In  development  -  Vision  Data 
annually  re-invests  heavily  in  product  innovation,  resulting  in  one  of  the 
industry’s  most  robust  suites  of  publication  software  available. 

'^yVTSSONDAXA 

Wr  ViaON  DATA  EQUIPMENT  CORPORATION 

^he  proven  experts  In  remote  multhpubllcation  networking 


•  Classified  Sales,  Management  &  Pagination 

•  Display  Ad  Sales,  Sales  Management,  Accounting 

•  Circulation  &  Fulfillment  Management 


518-434-2193 


www.vdata.com 


Not  all  tissues 
ARE  Kleenex®  tissues. 

(And  that’s 

NOTHING  TO  SNEEZE  AT.) 


If  it  hasn’t  got  the  Kleenex®  brand  on  the 


box,  then  it’s  not  a  Kleenex®  tissue.  While 


we’re  on  the  subject,  just  remember  that 


Kleenex*  is  a  brand,  so  it’s  an  adjective,  not 


a  noun.  And  it’s  always  spelled  with  a  capital 


“K”  followed  by  the  registered  trademark 


symbol  and  the  word  “tissue.”  So,  if  you  can 


follow  these  guidelines,  we  have  only  one 


thing  to  say  -  bless  you. 
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